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(Top  to  Bottom)  Rafting  trip  on  the  the  Corning  River  in  the  Alaska  National  Wildlife  Refuge  •  The  summit  of  Mount  Rainier  •  Joel  at  work  in  Seattle  •  Cathedral  Park,  British  Columbia  •  Mount  Adams  seen  from  Goat  Rocks 


The  conscience  of  the  Pacific  Northwest 
can  be  found  in  one  newspaper. 


As  beats  go,  the  one  Joel  Connelly  covers  is  pretty  large  —  the  entire  Pacific  Northwest.  For  more 
than  a  quarter  of  a  century,  Seattle  Post-Intelligencer  readers  have  turned  to  Joel  for  news  on  a 
staggering  variety  of  subjects.  From  the  Arctic  National  Wildlife  Refuge  to  the  Oregon  Coast,  from 
the  San  Juan  Islands  to  Saskatchewan,  from  Mount  St.  Helens  to  Yellowstone,  Joel  has  covered  the 
territory  with  an  authority  few  journalists  could  match.  He's  an  inveterate  traveler,  hiker  and  lover 
of  the  wilderness,  and  that  comes  through  in  every  word  he  writes. 

Joel  reports  on  the  Northwest  and  its  environment  vv^ith  passion  and  hard-won  perspective.  He  was 
a  Pulitzer  finalist  for  his  relentless  reporting  on  the  Washington  Public  Power  Supply  System's  fiscally 
disastrous  effort  to  build  five  nuclear  power  plants.  His  years  of  work  as  a  Washington,  D.C. 
correspondent  and  a  senior  national  political  correspondent  have  made  him  an  undisputed  authority 
on  the  issues  and  politics  of  the  region.  Just  as  important,  he  is  responsible  for  making  the  P-I 
a  rich  source  of  news  from  Canada,  particularly  on  natural-resource  issues. 


Joel's  column,  "In  the  Northwest,"  is  a  delightful  blend  of  reporting,  wisdom  and  biting  wit.  It's 
required  reading  for  decision-makers,  and  a  delight  for  readers  who  have  come  to  depend  on  Joel's 
viewpoint.  Giving  the  Pacific  Northwest  a  voice  of  its  own  is  one  more  way  Hearst  Newspapers 
enrich  readers'  lives  every  day. 


Hearst  Newspapers 


Look  for  Joel  Connelly  and 
other  columnists  online: 
seattlepi.com/columnists 
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THIS  WEEK  ON  THE  WEB 

Exclusively  on  editorandpublisher.com ... 

;  Reviews  of  Sept.  11  anniversary  publications  from 
j  The  hew  York  Times  and  the  Hew 'fork  Daily  News. 
j  ...  Columnist  Charles  Bowen  visits  Highways.TV  > 
a  Web  site  that  can  help  the  Interstate  Generation  j 
plan  their  next  road  trip. . . .  Columnist  Dave  Astor  | 
follows  up  on  reaction  to  a  Pennsylvania  paper's 
decision  to  “fire”  controversial  columnist  Ann 
Coulter  and  on  the  continuing  efforts  to  fill  the  | 
advice-column  shoes  of  Ann  Landers. ...  I 

Columnist  Steve  Outing  predicts  how  the  new  < 
Wi-Fi  services  at  Starbucks  outlets  will  affect 
newspapers  and  their  Web  sites. . . .  And.  as 
,  always,  a  new  Photo  of  the  Week,  new  E&P  Online 
Poll,  and  up-to-date  calendar  of  industry  events. 
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1  don’t  know  about  anyone  else, 
but  I  can  tell  you  why  I  hate  you  [“Why 
do  many  readers  hate  us  again?”  Sept. 

2,  p.  12].  Just  take  a  look  around! 

You  complain  about  the  Bush  adminis¬ 
tration  cutting  off  access  and  shutting  down 
human  rights,  but  who  put  him  there?  Who 
was  it  who  attacked  A1  Gore  24/7,  but 
refused  to  do  their  jobs  in  reporting  on 
George  W.?  Some  in  the  press  are  finally 
waking  up  to  the  damage  they’ve  done  by 
ignoring  their  responsibility  and  picking 
one  candidate  to  support,  but,  mostly,  you 
still  seem  to  have  your  heads  in  the  sand. 

Until  you  decide  it’s  time  to  fulfill  the 
role  provided  you  by  the  Constitution,  I’m 
afraid  youll  never  recover  —  or  deserve  — 
the  respect  you  crave. 

BOB  WEBSTER 

Auburn,  Wash. 

IHEAM«AlEn.W 

Re:  “Why  do  many  Rr:ADERS  hate 
us  again?”  I  was  completely  amazed 
by  this  article.  Amazed  —  and  upset 
enough  to  take  a  few  moments  to  provide 
you  with  a  voice  from  the  “hinterlands.”  I 
realize  how  very  little  we  matter  to  the 
corporate  media,  so  Ill  be  brief. 

Alex  S.  Jones  tells  us  that  polls  say  the 
corporate  media  isn’t  bloodthirsty,  er, 
patriotic  enough.  I’m  astonished.  Whenever 
I  am  in  venues  where  real  Americans  are 
speaking  out,  such  as  on  C-SPAN’s 
marvelous  “Washington  Journal”  call-in 
segment,  I  am  deeply  impressed  by  the  fact 
that  the  majority  of  people  speaking  out 
have  no  blood  lust  and  believe  generally  in  a 
peaceftil  solution  to  the  crisis  in  the  Middle 


East,  terrorism,  and  related  situations.  I’m 
not  seeing  this  expressed  nearly  enough  in 
the  corporate  media. 

In  his  quest  for  poll-ratings  success,  Mr. 
Jones  seems  to  have  lost  sight  of  what  the 
press  is  supposed  to  be  all  about,  i.e., 
providing  a  watchdog  on  the  depradations 
and  excesses  of  a  runaway  government 
such  as  the  one  we  are  suffering  from 
now.  Instead,  the  lapdog  that  the  media 
have  become  panders  to  the  lowest 
common  denominator  among  its  audience, 
coarsening  our  culture  and  weakening 
democracy  by  disinformng  the  public. 

The  antidote?  How  about  some  honest 
investigative  reporting  —  and  enough  with 
the  polling  already,  we’re  sick  of  it! 

RAYMOND  G.  DURAY 
Bend,  Ore. 


The  success  of  Bias  and  Slander 
should  offer  your  correspondent 
the  first  clue  [“Why  do  many 
readers  hate  us  again?].  It  is  my  belief 
that  the  media  are  biased  —  and  do 
slander  too  many  people. 

The  public  at  large  is  perfectly  able  to  see 
when  what  is  being  reported  turns  into  a 
personal  attack.  We  are  turned  off. 

We  see  microphones  thrust  into  the  faces 
of  grieving  survivors  with  no  regard  for 
their  feelings,  just  to  get  a  “story”  —  we  see 
facts  twisted  to  cast  doubt  on  someone’s 
honesty  —  we  see  “GotcherT  as  the  end-all. 

We  note  that  certain  people  are  granted  a 
pass  —  they  are  not  held  responsible. 

Change  your  behavior,  and  the  public 
will  respond. 

ROBERT  SQUIRE 

Lower  Burrell,  Pa. 


-^50  YEARS  AGO  --  i 

NEWSPAPERDOM®  FROM  EDITOR  &  PUBLISHER 

developing  a  one-party  press  in  a  now  publishing  every  Sunday  i 
two-party  country.”  complete  weekly  tables  of  stock 

and  bond  trading  on  the  New  York  | 
With  the  New  York  Stock  Exchange  Stock  and  Curb  Exchanges.  It  is  I 
remaining  closed  on  Saturdays,  estimated  the  cost  for  each  paper  | 
three  New  York  newspapers  are  will  run  about  $100,000  a  year.  I 
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Illinois  Gov.  Adlai  E.  Stevenson 
told  the  Oregon  press  at  a  Port¬ 
land  luncheon  on  Sept.  8  that  he 
is  “considerably  concerned  when 
I  see  the  extent  to  which  we  are 
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Kmart,  which 
bypassed 
Spanish-language 
newspapers  when 
it  launched  a 
$25-million  “multi- 
cultural”  advertising 
campaign  last  spring, 
began  distributing 
Spanish-language 
versions  of  its  weekly 
preprinted  inserts  in 
10  Spanish-language 
and  bilingual  papers 
last  weekend. 

Robert  J.  Armband, 
vice  president  of  the 
National  Associatiorr 
of  Hispanic  Publica¬ 
tions  and  associate 
publisher  of  the 
Chicago  weekly  La 
Raza,  said  Kmart’s 
preprint  campaign 
could  be  a  break¬ 
through  for  Spanish- 
language  papers: 

“So  many  retailers 
are  of  the  mind  that 
they  have  to  do  ROP 
[run-of-press].  What 
Kmart  understands 
is  this  hits  their 
customers  with  a 
quality  preprint  ad.” 

In  addition  to  La 
Raza,  the  circulars 
will  be  carried  by 
Exito  in  Chicago; 

Hoy  in  New  York;  La 


nearly  100  e-mail  messages  from  readers  criticizing 
the  assemblage  of  photos  as  racist.  In  addition,  some 
black  leaders  called  for  the  resignations  of  Editor 
Zachary’  Stalberg  and  Managing  Editor  Ellen  Foley 
as  well  as  a  boycott  of  the  paper. 

“I  expected  a  reaction,  but  I  didn’t  expect  it  to  be 
quite  as  many  people  and  quite  as  many  heartfelt 
thoughts,”  Foley  told  Ei^P.  Stalberg  could  not  be 
reached  for  comment  last  week. 

Foley  apologized  in  a  reaction  story’  that  ran  the 
ne.xt  day.  She  also  wrote  a  separate  apology’ 
column  pub¬ 
lished  Aug.  30  in 
which  she  said  it 
was  a  mistake  to 
run  the  photos 
w’ithout  addressing 
why  none  of  the 
suspects  were 
white.  Police  theo¬ 
rized  that  one  of  the 
likely  reasons  was 
that  white  residents 
"1  have  less  fear 
I  of  police  than 
'  blacks  and, 
therefore,  are 
more  coopera- 


Except  for  editors  who  are  charged 
with  balancing  accuracy,  fairness, 
and  the  truth  in  their  news  reports 


BY  JOE  STRUPP 

I  T’S  A  TABLOID  TRADITION:  USING  YOUR  COVER 
as  a  most-wanted  poster  in  the  hope  of  helping 
police  catch  criminal  suspects  while  giving 
readers  a  chance  to  help.  What  could  be  a  better 
public  service  than  that?  And  if  some  of  the 
alleged  bad  guys  are  caught  because  readers  iS 
happened  to  recognize  them,  well,  so  much  the  ® 

inside  pages,  like  fugitives  on 

a  post-office  wall,  are  all  iHHf 

black,  or  Hispanic,  or  a  mix  of  j 

the  two?  Should  you  consider  , HMik 

the  racial  aspects  and  worry  ^  ^ 

about  reinforcing  stereotypes  i  '  < 

or  offending  minority  readers?  ' 

Or  should  you  simply  go  with  1  I 

graphics  based  on  the  facts?  1 

Editors  at  the  Philadelphia  l.BSBP^^TEpI 
had  to  look  at  tho.se 

issues  recently  after  running  - 

a  cover  story  on  dozens  of  the  Managing  Editor  E 

city’s  murder  suspects  who  were  paper  s  shots 
still  at  large,  all  of  whom  happened  to  be  nonwhite. 
When  the  four-page  report  ran  Aug.  22,  with  15  of 
the  suspects’  mug  shots  on  the  cover  and  27  more 
inside,  reaction  was  swift  and  angiy. 

The  paper  has  received  about  150  phone  calls  and 


resignations 


www.editorandpublisher.com 


SEPTEMBER  9,  2002  EDITOR*  PUBLISHER  5 


E  &  P  NEWS 


Opinion  in  Los 
Angeles;  Diario  Las 
Americas  and  £/ 
Nuevo  Herald  in 
Miami;  Diario  de 
Juarez  in  El  Paso, 
Texas;  Pan  American 
Advertising  in  Dei 
Rio,  Texas;  Nuevo 
Laredo  in  Laredo, 
Texas;  El  Imparcial 
in  Nogales,  Ariz.; 

Baja  el  Sol  in  Yuma, 
Ariz.;  and  the  Indio 
Post  in  Calif. 

Kmart  —  the  No.  7 
brand  advertiser  in 
newspapers  last  year, 
according  to  the 
exclusive  E&P/ 
Competitive  Media 
Reporting  “Top  100 
Brand  Advertisers  in 
Newspapers”  — 
currently  is  being 
reorganized  under 
Chapter  11  bank¬ 
ruptcy  protection. 

“Since  word  of  this 
[preprint  campaign] 
broke.  I’ve  got  papers 
asking  me,  ‘How  can 
I  get  in  on  this?' " 
Armband  said. 

“You’ve  got  to  really 
earn  their  business. 
What  Kmart  is  doing 
is  carefully  selecting 
their  Hispanic  print 
patterns.  They’re 
looking  for  publica¬ 
tions  that  have 
circulations  in  their 
trading  areas  and,  of 
course,  are  audited, 
credible.” 

-  MARK  FITZGERALD 


WIDENS  IN  LA. 

When  the  Los 
Angeles 

Newspaper  Group 
(LANG)  launched 
its  free-standing 
“Sunday  Business” 
section  yesterday 
in  all  eight  of  its 


then  there’s  another  factor:  two  of  the  highlighted 
fugitives  have  since  been  arrested.  Would  that  have 
happened  if  their  photos  had  been  pulled? 

Other  metro  tabloid  editors  agreed  the  issue  was 
touchy,  but  admitted  they  didn’t  have  an  all-encom¬ 
passing  policy  for  handling  it.  Ed  Kosner,  editor  in 
chief  of  the  New  York  Daily  News,  which  has  run 
similar  “most-wanted”  covers,  said,  “You  have  to  be 
sensitive,  but  you  have  to  balance  the  news  reality.” 
However,  he  declined  to  say  what  he  would  have  done 
about  the  graphics  in  a  similar  situation.  “I  make  my 
editing  decisions  based  on  specifics,”  he  said. 

Chicago  Sun-Times  Editor  in  Chief  Michael  Cooke 
also  punted.  If  the  Sun-Times  were  faced  with  the 
same  choices  in  photographs  as  the  Philadelphia 
Daily  News,  Cooke  said,  “We  would  pull  together 
four  or  five  of  our  key  people  and  talk  about  it.  I 


don’t  know  how  we  would  end  up.  It’s  a  tough  call.” 

In  an  ironic  turn,  the  Philadelphia  paper  received 
criticism  from  one  of  its  own  columnists  —  not  for 
running  the  photos  but  for  apologizing.  Michael  A. 
Smerconish  wrote,  “The  capitulation  of  the  Daily 
News  does  nothing  but  prove  that,  as  a  society,  we 
remain  unwilling  to  broach  any  subject  that  involves 
substantive  dialogue  about  race.”  Smerconish  also 
called  the  resulting  discussions  and  protests  over  the 
photos  “a  bogus  debate”  because  it  ignores  the  issue 
of  why  so  many  of  the  fugitives  were  black. 

Foley  said  her  151,842-weekday-circulation  paper 
had  not  seen  any  dramatic  drop  in  readership,  which 
is  about  40%  black,  because  of  the  controversy.  “We 
will  be  careful  with  our  images  and  sensitivity  to  the 
community,”  she  said,  “but  still  have  the  courage  to 
tell  the  truth.”  II 


Hopefully,  not  another  Enron  Field 


The  game  of  the  name  in  Tampa 


BY  MARK  FITZGERALD 

CHICAGO 


SO  HOW  DOES 

your  newspaper 
refer  to  an  arena 
located  right  in  your  own 
downtown  after  your 
competitor  from  across 
the  bay  puts  its  name 
on  it?  “We  will  be 
discussing  it,  obviously, 
and  reviewing  it  with 
our  style  committee  next 
week,”  Amy  L.  Chown, 
marketing  director 
of  The  Tampa  (Fla.) 
Tribune  said  Thursday, 
one  day  after  the  Ice 
Palace,  home  to  the 
Tampa  Bay  Lightning 
National  Hockey  League 
team,  was  renamed  the 
“St.  Pete  Times  Forum.” 

One  close  observer 
of  naming  rig'nts.  Bill 
Chipps,  senior  editor 
of  Chicago-based  “lEG 
Sponsorship  Report,” 
estimated  the  price  of 
the  naming  at  $2  million 
a  year.  “Obviously, 
that’s  ballpark,”  he  said. 
Chipps  added:  “I  gather 
this  is  right  in  The 
Tampa  Triburtc's  back 


yard  —  that’s  quite  a 
coup.” 

The  St.  Petersburg 
Times  not  only  became 
the  first  newspaper  to 


would  interfere  with  its 
ethical  obligation  to 
cover  news  objectively: 
“By  putting  their  name 


■  5T.  PETE  TIMES  ■ 

FORIJIVI 


,  TAMPA  BAY'S  SPORTS  A^D  ENTERTAINMENT  CENTER 


Is  the  Times  skating  on  thin  ice  due  to  hockey-arena  deal? 


i  place  its  name  on  a 
major  sports  arena  —  it 
also  set  off  a  debate  in 
journalism  circles. 

Not  surprisingly,  the 
!  Tribune  was  among  the 
!  most  critical.  In  a  memo 
to  staffers.  Tribune 
President  and  Publisher 
j  Steve  Weaver  said  his 
paper  had  been  offered 
naming  rights  five  years 
ago  —  and  turned  the 
offer  down  because  that 


on  a  building,  there  is 
an  implied  endorsement 
of  the  events  ...  at  the 
venue  including 
concerts,  political  rallies, 
religious  functions,  etc.” 

Nonsense,  the  Times 
said,  emphasizing  in  its 
announcement  that  the 
12-year  naming  deal, 
which  includes  an 
option  for  a  12-year 
extension,  “will  have  no 
effect  on  coverage”  of 


the  arena’s  events.  The 
paper  also  noted  that  it 
would  not  be  sharing 
any  revenue  from  the 

arena,  unlike  the 
controversial 

between  the 
—  LosAngeks 

Times  and  the 
Staples  Center. 

But  even  a.  St.  Pete 
Times  metro  columnist, 
Mary  Jo  Melone, 
expressed  irritation  that 
Times  President  and 
Editor  Paul  Tash  would 
not  reveal  financial 
terms  of  the  renaming. 
“As  a  journalist,  I  know 
that’s  a  question  he’d 
want  answered,”  she 
wrote.  The  paper  has 
long  been  a  champion 
of  open  records. 

More  journalists  are 
likely  to  face  these 
issues,  because  more 
newspapers  will  be 
bujing  naming  rights, 
Chipps  predicts.  “Over 
the  past  couple  of 
years,  we’ve  seen 
newspapers  taking 
on  bigger  [venue] 
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That  was  the  last  turn  I  remember”,  says  Getty  Images  photographer  Alex  Livesey. 

Advertising.  Design.  Editorial.  Film.  News.  Sport.  Passion. 

gettyimages.com 


papers,  one  key 
feature  was  “The 
Wall  Street  Journal 
Sunday”  supplement. 

“The  supplement 
brings  an  additional 
national  dimension 
to  the  historical 
concentration  on 
local  and  regional 
business  news  that 
has  been  the  focus 
of  each  of  the 
LANG  newspapers  in 
their  home  markets," 
according  to  a 
LANG  release. 

Previously,  the 
Los  Angeles  Daily 
News  was  the  only 
LANG  title  to  carry 
“The  Wall  Street 
Journal  Sunday” 
section  within  a 
section. 

Owned  by  Denver- 
based  Media  News 
Group  Inc.,  LANG’s 
other  papers  are 
the  Long  Beach 
Press-Telegram, 
Pasadena  Star-News, 
Whittier  Daily  News, 
San  Bernardino  Sun, 
Redlands  Daily 
Facts,  San  Gabriel 
Valley  Tribune  in 
West  Covina,  and 
Inland  Valley  Daily 
Bulletin  in  Ontario. 

With  the  addition 
of  all  of  LANG,  Dow 
Jones  &  Co.  Inc.'s 
“The  Wall  Street 
Journal  Sunday” 
now  appears  each  i 

weekend  in  about  | 

70  newspapers  with  | 
around  10  million 
copies  in  circulation, 
according  to  E&P 
calculations. 

-  J.J.  MC  GRATH 


names,”  Chipps  said. 

Among  them  is  the 
Pittsburgh  Post-Gazette, 
which  replaced  Coca- 
Cola  as  the  name  of  an 
outdoor  concert  venue 
in  Burgettstowm,  Pa. 
Post-Gazette  Editor 
John  G.  Craig  Jr.  said 
Post-Gazette  Pavilion 
gives  wide  exposure 
to  the  paper  without 
raising  ethical  concerns. 


E&P  NEWS 


j  Naming  rights  are  an 
I  exceptionally  efficient 
I  marketing  device,  said 
■  Paulette  Stracuzzi,  event 
!  marketing  manager  for 
I  San  Francisco 
\  C/ironfc/e,  which  two 
years  ago  put  its  name 
i  on  a  seasonal  outdoor 
I  venue  in  Concord,  Calif 
i  When  lEG  measured  the 
marketing  effectiveness 
of  Chronicle  Pavilion, 


Stracuzzi  said,  “The 
cost/benefit  ratio  was 
like  1/22.” 

In  addition  to 
numerous  media 
mentions  —  all  paid 
for  by  concert  and  event 
advertisers  —  the 
Chronicle  uses  the 
pavilion  to  push  circula¬ 
tion  by  contacting  ticket 
buyers,  sampling  and 
selling  copies  on-site. 


and  even  offering 
subscription  coupons 
on  carriers  used  for 
drinks  and  food. 

Newspapers  don’t 
have  to  buy  an  entire 
venue.  As  a  “founding 
partner,”  The  Denver 
Post  put  its  name  inside 
the  Pepsi  Center  sports 
arena  —  on  a  club-level 
bar  called  The  Denver 
Post  Newsroom.  11 


The  dangers  of  dogwaUdng 


‘Hartford  Courant’  reporter  roots  out 
accused  priest  living  in  paradise 

BY  JOE  STRUPP 

For  nearly  10  years,  the  Roman  Catholic 
Diocese  of  Bridgeport,  Conn.,  had  been 
looking  for  the  Rev.  Laurence  F.X.  Brett,  a 
priest  accused  of  being  a  pedophile. 

Reporter  Eric  Rich  of  The  Hartford  Courant 
found  him  in  less  than  six  months. 

Rich’s  search  —  employing  time-tested  reporter’s 
tools  ranging  from  public-record  scans  to  stakeouts 
—  began  with  a  rumor.  It  ended  with  the  discovery 
of  Brett  on  St.  Martin  Island  in  the  West  Indies, 
and  with  two  priests  punished  for  hiding  him. 

The  fact-finding  started  shortly  after  the  Courant 
drew  national  attention  in  March  by  reporting 
information  from  sealed  court  documents  related 
to  settlements  between  the  Bridgeport  diocese  and 
several  victims  who’d  accused  Brett  and  other 
priests  of  abuse.  “I  had  heard  at  that  time  that  he 
was  in  the  Caribbean,”  Rich  told  E^P.  “I  was  able 
to  locate  people  who  were  willing  to  talk  about  it.” 
Brett,  who  also  served  in  the  Archdiocese  of  Balti- 

_ — ^  T  more  for  many 

y-.  ha. 


abusive  PRIEST  FOUND 

IN  CARIBBEAN  HIDEAWAY 


VOTES  ON  PACT 

Members  of  the 
Buffalo  (N.Y.) 


years,  has  been 
accused  by  more 
than  two  dozen 
victims  of  abuse 
dating  back  more 
than  30  years.  In 
February  1999, 
the  state’s  attor¬ 
ney’s  office  in 
Baltimore  County 
issued  two  war¬ 
rants  for  Brett’s 
arrest,  later  with¬ 
drawn  when  he 
could  not  be 
found. 


Between  this  March  and  July,  Rich  interviewed 
numerous  sources  in  Bridgeport  and  Baltimore, 
and  determined  that  Brett  was  on  St.  Martin.  The 
reporter  also  tracked  down  one  of  the  priest’s 
friends  who  allegedly  arranged  for  him  to  hide  out. 

On  Aug.  12,  Rich  and  a  photographer  went  to  the 
West  Indies  island.  Starting  on  the  French  side  (half 
the  island  is  held  by  France,  half  by  the  Netherlands), 
they  put  their  best  shoe-leather  reporting  to  work 
over  two  days.  “We  went  through  public  records, 
[and]  talked  to  police,  the  mayor,  detectives  who 
handled  sex-assault  cases,  and  people  from  three 
Catholic  churches,”  Rich  recalled.  “We  decided  he 
wasn’t  there.” 

When  the  duo  went  to  the  Dutch  side,  they 
received  their  first  break  through  a  title  search  that 
indicated  Brett  owned  a  condominium.  Staking  out 
the  condo  for  two  days  revealed  nothing,  so  the 
journalists  went  back  into  public-records  search 
mode  and  found  a  listing  for  another  Brett  resi¬ 
dence,  which  they  also  staked  out  and  where  they 
eventually  spotted  the  priest  walking  his  dog. 

“It  was  a  very  one-sided  conversation,”  Rich  said 
of  his  attempts  to  interview  Brett.  “He  really  had 
nothing  to  win  by  saying  anything  to  me.  When  I 
asked  if  he  was  still  molesting  boys,  he  said,  ‘No.’” 

Rich  talked  to  people  living  near  Brett’s  island 
home  and  pieced  together  his  life  during  the  past 
few  years,  which  reportedly  included  help  from  two 
Bridgeport  diocese  priests  and  others  who  provided 
financial  assistance. 

Upon  returning  to  Connecticut,  Rich  and 
Courant  staff  writer  Elizabeth  Hamilton  wrote  a 
story  that  detailed  Brett’s  life  on  the  island  and  ran 
Aug.  29.  Two  days  later.  Bishop  William  E.  Lori  of 
the  Bridgeport  diocese  issued  sanctions  against  two 
priests  for  helping  Brett  remain  in  seclusion. 

Courant  Editor  Brian  Toolan,  who  said  the  trip 
to  the  West  Indies  cost  about  $5,000,  cited  the 
reporters’  work  as  a  good  example  of  using  all 
possible  resources.  “It  was  the  product  of  a  couple 
of  months  of  diligence,”  he  said.  “These  were  good 
reporters  who  had  a  sense  of  things.”  11 
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le/centre  daily  times,  state  coi.leg 


Newspaper  Guild- 
CWA  are  voting  by 
mail  this  week  on  a 
tentative  three-year 
contract  with  The 
Buffalo  News  that 
includes  an  annual 
2%  wage  increase, 
a  higher  annual 
pension  cap,  and  a 
$1,400  bonus  for 
each  employee. 

The  newspaper 
would  continue 
paying  all  health-care 
premium  costs,  but 
workers  would  see 
a  $5  increase  in 
copayments  for 
doctor  visits  and 
prescriptions. 

Negotiators 
announced  the 
tentative  agreement 
Aug.  16,  but  voting 
did  not  begin  until 
Sept.  5.  Results  are 
expected  Friday. 

The  Guild 

represents  350  News 
employees  in  the 
accounting,  book¬ 
keeping,  circulation, 
classified-advertising, 
customer-service,  and 
editorial  departments. 

-  JOE  STRUPP 


BY  DAVE  ASTOR 

Ann  Slanders  or  Ann  Slandered?  When  it 
comes  to  Ann  Coulter  —  columnist  and  best¬ 
selling  author  of  Slander:  Liberal  Lies  About 
the  American  Right  —  it  depends  on  your  appetite  for 
in-your-face  commentary. 

After  the  Centre  Daily  Times 
in  State  College,  Pa.,  dropped 
the  conservative  Coulter  last 
week,  more  than  95%  of  the 
4,000-plus  e-mail  messages  it 
received  supported  the  cancel¬ 
lation,  according  to  Executive 
Editor  Bob  Unger.  “Maybe  this 
is  a  hopeful  sign  that  people  are 
getting  sick  of  extremists  that 
pander  to  the  worst  in  us,” 

Unger  told  ECiP. 

But  Coulter  also  has  many  fans  among  editors  and 
readers.  Six  newspapers  joined  Coulter’s  list  of  more 
than  60  clients  since  Slander  was  published,  said 
Kathie  Kerr,  director  of  communications  for  Univer¬ 
sal  Press  Syndicate,  adding  that  the  Centre  Daily 
Times  is  the  only  paper  she  knows  to  recently  cancel 
the  three-year  Universal  columnist. 

And  when  an  E&P  Online  story  about  the  Centre 
Daily  Times'  action  ran  last  week,  36  e-mail  messages 
backing  Coulter  —  and  only  four  backing  the  news¬ 
paper  —  arrived  in  a  day.  The  messages  ranged  from 
nasty  (“You  socialist  pig”)  to  earnest.  A  Brooklyn, 
N.Y.,  man  wrote:  “This  was  an  attack  on  a  popular 
conservative  pundit  because  she  is  holding  the  irons 
to  the  feet  of  the  liberal  hypocrites  and  they  can’t  get 
the  best  of  her  any  other  way  than  to  hold  her  to  a 
different  standard  than  their  own.” 

But  Creators  Syndicate  media  columnist  Norman 
Solomon  feels  conservative  columnists  usually  fare 


Bob  Unger 

“Centre  Daii.y 
Times” 


A  site  that  enables 
Web  users  to 
customize  their  own 
comics  page  was 
launched  by  uclick,  a 
sibling  of  Universal 
Press  Syndicate. 

The  site  (http:// 
www.mycomicspage 
.com)  offers  users 
choices  of  lOO-plus 
comics  and  editorial 
cartoons  for  $9.95  a 
year.  Users  view  their 
custom  page  via  the 
Web  or  a  daily  e-mail 
message. 

-  DAVE  ASTOR 


Cutting  the  Net 


Now  THAT  THE  INTERNET  THREAT  TO 
print  has  turned  out  to  be  more  imag¬ 
ined  than  real,  one  newspaper  is  hoping 
to  remind  people  what’s  good  about  old  news. 
With  lines  such  as  “Unlike  the  Internet,  We  Don’t 
Crash,”  “We  Started  the  Whole  Laptop  Thing,” 
and  “Online  Auctions  Are  Great,  Until  You  Have 
to  Mail  the  Car,”  the  Fort  Worth  (Texas)  Star- 
Telegram’s  new  print  and  broadcast  branding 
campaign  uses  humor  to  try  to  connect  with 
people,  especially  younger,  Web-oriented  ones. 
Irving,  Texas-based  Launch  Partnership  created 
the  campaign.  Luckily,  the  folks  at  the  paper’s  on¬ 
line  unit  saw  the  humor  in  it,  too.  —  Lueia  Moses 


Coulter  gets  a 

dressing- 

down. 
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No  vacation  for  violence  against  Latin 
American  journalists:  Mario  Prada  Diaz, 
founder  of  the  weekly  El  Semanario 
Sabanero  in  northeastern  Colombia,  was 
found  dead  with  a  bullet  in  his  head  July 
12,  the  apparent  victim  of  the  right-wing 
AUC  paramilitary,  the  Bogota-based 
Foundation  for  the  Freedom  of  the  Press 
(FLIP)  reported. ...  A  few  days  later,  FLIP 
reported,  Elizabeth  Obando,  circulation 

director  of  £/ /Vuevo  D/'a, 

;  a  daily  in  Roncesvalles, 

125  miles  from  Bogota, 
was  shot  to  death  at  a 
roadblock  apparently  manned  by  left-wing 
FARC  guerrillas. ...  Radio  journalist 
Segundo  Sanchez  was  murdered  in  his 
home  near  Cartagena,  probably  by  AUC 
paramilitaries,  Paris-based  Reporters 
Without  Borders  (RSF)  reported. ...  RSF 
and  the  Miami-based  Inter  American  Press 
Association  expressed  alarm  last  month 
that  the  June  murder  of  Brazilian  TV  Globo 
journalist  Tim  Lopes  may 
go  unpunished  because 
Rio  de  Janeiro  drug  lord 
"**^^^*  Elias  Pereira  da  Silva, 
the  main  suspect  in  Lopes'  torture  and 
beheading,  is  being  protected  by  corrupt 
police  officers.  Three  gang  members 
suspected  of  being  involved  in  the  murder 
have  themselves  turned  up  dead. ...  Fabio 
Cortes,  owner  of  the  daily  La  Nacion  in  San 
Cristobal,  Venezuela, 
remains  missing  more 
than  two  months  after 
he  was  kidnapped 

from  his  home  and  in  front  of  his  wife 
and  two  young  daughters  by  three  armed 
individuals,  the  International  Federation  of 
Journalists  reported. ...  Josue  Ibarra  Juica, 
a  photographer  for  the  daily  La  Industria 

Min  Chimbote,  Peru, 
was  beaten  severely 
Aug.  26  by  three  Acci6n 
Popular  members 

when  he  tried  to  photograph  a  meeting 
of  the  political  party.  ...No  fuman  As  of 
Jan.  1,  radio  and  TV  advertising  of  tobacco 
products  will  be  banned 
in  Mexico  under  an 
agreement  between 
the  federal  government 
and  the  tobacco  industry.  Tobacco 
companies  can  continue  to  advertise 
in  newspapers.  —  Mark  Fitzgerald 


With  circulation  bad  and  advertising  worse  the  last  four  years 
Argentinean  papers  strike  a  blow  against  foreign  ownership 


BY  MARK  FITZGERALD 

CHICAGO 

WHEN  Argentina’s  newspaper 
publishers  gather  in  Buenos 
Aires  two  weeks  from  now  for 
the  annual  convention  of  the  Asociacion 
de  Entidades  Periodisticas  Argentinas 
(ADEPA),  they  will  actually  have  some¬ 
thing  to  celebrate  —  for  the  first  time  in 
four  years. 

Officially,  Argentina  is 
in  its  50th  straight  month 
of  recession  —  but  news¬ 
papers  are  living  through 
business  conditions  that 
can  only  be  described  as 
a  depression. 

Nationwide,  daily 
circulation  fell  an 
astonishing  35.8% 
between  1997  and  2001, 
the  World  Association  of 
Newspapers  reported  this 
year.  Argentina’s  daily- 
newspaper  advertising 
revenue  has  collapsed, 
in  dollar  terms,  to  $654 
million  in  2000  from  $1.5 
billion  in  1998,  according  to  the  latest 
available  statistics. 

With  the  steep  devaluation  of  the 
Argentine  peso,  the  dollar-denominated 
cost  of  newsprint  has  doubled  in  the  past 
year  and  equipment  costs  are  up  as  much  as 
270%.  Smaller  papers  have  been  folding. 
Even  in  the  big  city  of  Buenos  Aires,  two 
of  the  three  free-distribution  dailies 
created  to  target  commuters  —  including 
the  well-financed  Metro  from  the  Swedish 
global  publisher  Metro  International  SA. 

—  have  disappeared. 

But  after  furious  lobbying  of  a  skeptical 
Congress  and  president,  ADEPA  managed 
to  get  legislation  passed  last  month  that 
will  limit  foreign  interests  from  owning 
more  than  a  30%  stake  in  papers  and  other 
media  companies.  Brazil  this  summer 
adopted  a  similar  law  —  although  that 
amounted  to  a  liberalization  of  ownership 
because  foreigners  had  not  been  allowed 


any  stake  in  media  companies  since  1964. 

The  issue  hits  home  for  ADEPA’s 
president,  Jose  Claudio  Escribano, 
subdirector  of  one  of  the  country’s  oldest 
and  most  prestigious  dailies.  La  Nacion  in 
Buenos  Aires.  Escribano  has  acknowledged 
his  company’s  high  debt  without  being 
specific  —  a  Dow  Jones  report  in  June  put 
it  at  $120  million  —  but  he  has  had  to  deny 
recurring,  though  less  than 
credible,  reports  in  the 
local  business  press  that 
Citibank  Argentina  is 
demanding  a  majority 
.stake  and  management 
control  to  satisfy  the  debt. 
(A  Citibank  spokeswoman 
in  Miami  refused  to 
comment  on  the  reports, 
citing  its  privacy  policy.) 

Argentinean  newspaper 
publishers  pulled  out  all 
the  stops  to  get  the 
legislation  passed.  Perhaps 
their  most  effective  tactic 
was  a  declaration  issued 
this  year  in  which  they 
unabashedly  wrapped 
themselves  in  the  pale  blue  and  white  of 
Argentina’s  flag.  “It’s  imperative  that 
Argentinean  society  protect  the  cultural 
values  that  have  been  expressed,  from  the 
beginning  of  our  nationhood,  by  a  press 
that  identifies  fundamentally  with  our 
patriotic  ideals,”  it  said  in  part. 

The  federal  government  hasn’t  been 
completely  friendly  to  newspapers.  Last 
year,  it  slapped  a  10.5%  value-added  tax 
(rVA  in  Spanish)  on  newsprint,  advertising, 
and  circulation.  The  tax  burden  was 
supposed  to  be  offset  by  a  break  in  payroll 
taxes,  but  publishers  say  the  trade-off  is 
not  working  out  as  planned. 

Escribano  led  a  delegation  of  publishers 
to  personally  plead  their  case  for  tax  relief 
to  Argentina  President  Eduardo  A 
Duhalde  —  and  got  a  blunt  an.swer,  as  he 
told  reporters  afterward:  “The  president 
has  promised  that,  on  this  point,  there  will 
be  no  modification.”  11 


LA  NACION 


Duhalde  ratified  que  se 
reintegrara  el  l.T  por  ciento 


SoUl  dirt*  qiM* 
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( i  iplastamn 
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ongratulations 


ff 


Evans\’ille 


in  Evansville,  Indiana 


The  Fayetteville  Observer 


in  Fayetteville,  North  Carolina 


For  being  accepted  into  the  2002 


Ifra 


INTERNATIONAL  NEWSPAPER 
COLOR  QUALITY  CLUB 


supported  by  '  PAN  PA 


your  proud  press  partner 


Qq.  kba 


KBA  North  America 

P.O.  Box  12015,  3900  East  Market  Street 
York,  PA  17402-0615 
717.505.1150,  Fax  717.505.1161 
E-mail  gowen@kbapa.com 
Web  www.kba-print.com 


KBA  North  America 
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BY  JAMIE  SANTO  NEWSPEOPLE@EDITORANDPUBLISHER.COM 

CALIFORNIA 

Ray  StaflFprd 

Ray  Stafford, -54,  publisher  of  The  Monitor  in 
McAllen,  Texas,  has  been  named  executive 
vice  president  and  general  manager  of  The 
Orange  County  Register  in  Santa  Ana.  Both 
dailies  are  owned  by  Irvine-based  Freedom 
Communications  Inc.  He  joins  the  Register 
in  October  and  will  assume  responsibility  for 


ALABAMA 

Randy  Kennedy  to  sports  editor  at  the  Mobile 
Register  from  editor  of  the  Opelika-Aubum 
News.  Kennedy  succeeds  John  Cameron. 

CALIFORNIA 
Pat  Flynn  to  senior  editor  for  sports  and 
business  at  The  San  Diego  Union-Tribune 
from  assistant  metro  editor. 

FLORIDA 

Mark  Mateer  to  classified  advertising 
manager  at  the  St.  Petersburg  Times 
from  senior  advertising  manager  at 
the  Bradenton  Herald. 

GEORGIA 

Bernie  O’Donnell  to  metro  editor  at  The 
Macon  Telegraph  from  South  edition  editor 
at  The  Patriot  Ledger  in  Quincy,  Mass. 

ILLINOIS 

Terry  Greenberg  to  editor  of  The  Pantograph 
in  Bloomington  from  editor  of  The  Truth 
in  Elkhart,  Ind.,  effective  Oct.  7-  Greenberg 
succeeds  Jan  Dennis. 


day-to-day  operations.  Stafford,  publisher  of  The  Monitor  since 
1994,  also  has  served  for  two  years  as  vice  president  of  the  South¬ 
west  division  of  Freedom’s  Community  Newspaper  division. 


.apjPOteat.. 

RETORTER  ^ 

Enron’s 

Deal  inked 
lor  sale  of  [ 

Reporter  I 


Richard  Rico 

has  agreed  to  sell 

Vacaville  (CA)  Reporter 

(20,000  daily  circulation) 
to 

California  Newspapers  Partnership 

(controlled  by  MediaNews  Group,  Inc.) 

We  are  pleased  to  have  represented 
Richard  Rico  in  this  transaction. 


Dirks,  Van  Essen  &  Murray 


II9  EAST  MARCY  STREET  SUITE  lOO  SANTA  EE,  NM  875OI  TEL:  505.820.2700  FAX:  505.82O.29OO 

E-mail:  infold  irksvanessen.com  iittp://www.dirksvanessf.n.com 
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NEW  MEXICO  ; 

Sharon  Vander  Meer  to  general  manager  I 
of  the  daily  Las  Vegas  Optic  from  editor 
and  publisher  of  the  weekly  Hermit’s  Peak 
Gazette,  also  in  Las  Vegas. 

OHIO 

Kevin  Cooper  to  publisher  of  The  Ironton  | 
Tribune  from  editor  of  The  Natchez  (Miss.)  | 
Democrat.  Cooper  succeeds  Robert  Jodon.  j 

TEXAS 

Frank  Leto  to  vice  president  for  classified 
at  The  Dallas  Morning  News  from  general 
manager  of  Design  Mail  for  the  paper.  | 

1 

UTAH  ! 

Vern  Anderson  to  editorial  page  editor  j 

of  The  Salt  Lake  Tribune  from  deputy 
editor.  Anderson  succeeds  Randy  Fhsch.  ! 


ALABAMA 

Melinda 
Gorham 

to  executive 
editor  of  The  1 1 
Huntsville  Times  \ 
from  managing  editor.  Gorham  |  I 
succeeds  Joe  Distelheim,  who  j  I 
retired.  I H 
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EDITORIALS 


Like  the  Microsoft  Corp.  before  it,  Monster.com  discovers 
eating  the  daily  paper’s  lunch  is  easier  said  than  done 


WRITING  ABOUT  MONSTER- 
•com  in  last  week’s  issue 
(“That  Monster  won’t  go 
away,”  p.  5),  our  Lucia 
Moses  quoted  several  whip-smart  industry 
observers  warning  newspapers  not  to  gloat 
about  the  accelerating  troubles  of  the 
online  job  board’s  parent,  TMP  Worldwide. 
Sage  advice,  no  doubt.  Nevertheless,  our 
second  reaction  was,  indeed,  to  gloat. 

Our  first  reaction  was  a  flood  of  night¬ 
marish  memories  from  the  summer  of  1997 
that  nevertheless  triggered  something  like 
nostalgia.  Then,  Manhattan 
was  mugged  by  Sidewalk.  ]M[ O  TlStf 

The  logo  of  Microsoft’s  ,  j 

online  city  guide  was  every-  n3Q  i\ll 
where:  on  billboards,  buses,  rf^cni i  r< 


j  cabs,  subway  cars 


i  the  street-cart  umbrellas  IL  iTlOrc 

j  of  hot-dog  vendors.  ITiatchc 

j  We  remembered,  too,  the 
I  fear  many  publishers  felt  for  am 
,  back  then.  The  Colossus  of 
I  Redmond,  Wash.,  would  wield  its  virtually 
I  unlimited  resources  to  create  massive, 
j  speedy,  and  user-fnendly  arts-and- 
entertainment  listings.  Sidewalk  would 
strip  newspapers  of  their  local  advertising 
I  franchise,  starting  with  movie  theaters, 
i  restaurants,  and  night  spiots  —  and  finish- 
I  ing  with  the  capture  of  classified  ads.  News¬ 
papers  were  doomed.  They  were  “smearing 
ink  on  dead  trees.”  They  just  didn’t  “get  it.” 

But  by  the  summer  of 1999,  Microsoft 
had  rolled  up  its  Sidewalk  after  pouring  an 
estimated  $200  million  into  the  venture. 

In  New  York  and  every  other  market 
Microsoft  targeted,  the  supposedly  pokey 
local  papers  proved  far  more  nimble  than 
I  Sidewalk.  Locals  and  tourists  alike  tried 
I  Sidewalk  —  and  ended  up  relying  on  the 


Monster  never 
had  Microsoft’s 
resources  —  but 
it  more  than 
matched  it 
for  arrogance. 


newspaper,  in  print  or  on  the  Web,  for  the 
most  reliable  content  and  service.  Microsoft 
learned  that  it’s  awfully  hard  to  beat 
newspapers  in  their  hometowns  no  matter 
how  much  money  you  can  toss  around. 

Monster  never  had  Microsoft’s  resources 
—  but  it  more  than  matched  Bill  Gates  for 
arrogance.  And  now,  it  seems.  Monster  is 
learning  the  same  painful  lesson.  Last 
month.  Monster  parent  TMP  dumped  its 
president,  reported  a  $504-million 
second-quarter  loss,  and  fired  another  250 
employees.  That  makes  1,000  workers 

given  pink  slips  by  the  job 
never  finder  since  Februaiy. 

„  ,  In  this  brutal  recruit- 

’OSOiT  S  ment  environment, 

_ but  Monster  would  have  had  a 

tough  time  no  matter  how 
nun  newspapers  responded  to 

its  challenge.  But  the  job 
board  has  had  the  further 
JUnCe .  bad  luck  of  competing 

with  an  industry  that  now 
knows  how  to  fight  online.  In  market  after 
market,  the  local  paper’s  print-and-online 
package  has  offered  a  far  greater  range, 
quality,  and  number  of  employment 
opportunities  than  the  anemic  pickings  on 
Monster.  Newspapers  even  proved  more 
adept  at  guerrilla  tactics,  as  Monster 
discovered  when  it  readied  to  launch  a 
blue-collar  job  board  in  Cincinnati  only  to 
find  The  Cincinnati  Enquirer  was  there 
first  —  with  all  the  choice  domain  names. 

Back  in  the  spring,  when  Monster  still 
seemed  scary,  new-media  consultant  and 
newspapier-classifieds  fan  Gordon  Borrell 
wrote  an  online  article  entitled  “Nasty, 
snarling,  ugly:  There’s  a  Monster  in  the 
back  yard.”  These  days,  just  one  of  those 
adjectives  seems  appropriate. 
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Special  Advertising  Section 


Suburban  Newspapers  of  America  r 

f 


The  Power  of  Suburban 
Newspapers 

■I'::  "' _ 


TO  OUR  FRIENDS  IN  THE  NEWSPAPER  INDUSTRY: 

Welcome  to  this  special  section  devoted  to  Suburban  Newspapers  of  America.  We  hope  you  enjoy  reading 
about  our  organization,  our  members  and  the  exciting  things  that  are  happening  in  the  suburban  and 
community  newspaper  industry. 

This  week  we  will  be  conducting  our  largest  conference  of  the  year  -  the  SNA  Fall  Publishers’  and  Advertising 
Directors’  Conference  in  St.  Louis,  Missouri.  A  record  number  of  attendees  will  gather  to  learn  from  major 
retailers,  hear  the  results  of  a  new  national  readership  study,  catch  up  on  the  latest  from  the  Readership 
Institute’s  Impact  Study  and  so  much  more. 

At  the  same  time,  we  are  planning  our  annual  Classified  Managers’  Conference  to  be  held 
November  6-8,  2002  at  the  Hilton  at  Walt  Disney  World  Resort,  Orlando,  FL.  We  are  proud  to  have  the 
Florida  Press  Association  co-sponsor  this  year’s  conference.  Highlights  include: 

I  ■  Recruitment  Study  Results  -  New  information  will  be  shared  from  a  national  Belden  study. 

|:  Presented  by:  Sammy  Papert,  Chairman/CEO  Belden  Associates,  Peter  Zollman,  President, 

|f  Classified  Intelligence  and  several  agency  representatives. 

il 

■  Recruitment  Agency  Presentations: 

I  Nationwide  Advertising,  John  Stepien,  Senior  Vice  President 

!  Bernard  Hodes,  Tracy  Monsour,  Vice  President,  Tampa,  FL  office 

j  Shaker  Advertising,  Mike  Ruane,  Branch  Supervisor 

■  Real  Estate  Classifieds:  Big  Changes  Ahead  for  the  Home  Listings  Business,  Peter  Conti,  Partner, 

Borrell  Associates 

■  Selling  Recruitment  Advertising  in  a  Tough  Economy  -  panel  of  classified  managers  from  around 
the  country. 

■  Technology  Roundtable:  Web  solutions,  call  centers  that  work,  outsourcing  options,  wireless  advertising 
systems  and  more  from  our  panel  of  experts. 

■  Here  Today,  Gone  Tomorrow  -  Employee  Retention  Strategies  That  Work,  Raymond  Weinberg,  SPHR, 
CCP,  principal.  The  SilverStone  Group. 

■  Great  Idea  Session  and  much  more! 

For  more  detailed  information,  visit  www.suburban-news.org  and  click  on  conferences. 

For  more  information  on  this  conference  or  to  learn  more  about  membership  in  SNA,  please  don’t  hesitate  to 
contact  me  at  610  361  9234  or  nancylanesna@aol.com. 

Sincerely, 

Nancy  M.  Lane 

Executive  Director,  Suburban  Newspapers  of  America 
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Non-Dailies  Up  to  6,000  Circulation 

Homewood-Flossmoor  Star,  Midwest  Suburban  Publishing  Company 
(Hollinger,  Int.)  Tinley  Park,  IL 

Serving  the  village  of  Tinley  Park  ! 


Non-Dailies  6,001-11,000  Circulation 

The  Gazette,  Damascus  Edition  The  Gazette 
Gaithersburg,  MD 


Non-Dailies  11,001-22,000  Circulation 

The  Peninsula  Gateway,  Olympic  Cascade  Publishing  Company 
Gig  Harbor,  WA 


TheGazette 


The  Kids 
Gig  is  up! 


Mommy,  what’s  a  tenwist?’ 


\jtiiiful  Iri^-dy  lca\o>  Mund  a  mul  <4  anya.  tear  and  kfa-Ntan. 


SECOND  PLACE 

Main  Line  Life 
Journal  Register  Company 
Ardmore,  PA 


SECOND  PLACE 

The  Beacon-Villager 

Community  Newspaper  Company  (Herald  Media) 
Concord,  MA 


SECOND  PLACE 

Faquier  Times  Democrat 
Times  Community  Newspapers 
Faquier,  VA 


THIRD  PLACE 

Milford  Times 

Hometown  Communications  Network 
Milford,  Ml 


THIRD  PLACE 

The  Wellesley  Townsman 

Community  Newspaper  Company  (Herald  Media) 

Wellesley,  MA 


THIRD  PLACE 

The  Community  Recorder,  The  Community  Press 
(Hometown  Communications  Netvwxk) 
Cincinnati,  Ohio/Northern  Kentucky 


Dailies  Up  to  25,000  Circulation 

The  Daily  News,  Lee  Enterprises 
Longview,  WA 

X  rSQUEEttOf^ 

"  ^TBE COAST  K 


Dailies  Over  25,000  Circulation 

Quad-City  Times,  Lee  Enterprises 
Davenport,  lA 


Non-Dailies  Over  22,000  Circulation 

Newton  Tab,  Community  Newspaper  Company 
(Herald  Media)  Newton,  MA 


linies  ^ 


NEWTON  TAB 


liJE  DAILV^WS 


The  Newton  Red  Sox? 


Umgo 

cau^in 

Mexico 


Rampage  suspect 
heM  on  $1  mtilion  bail 


l,awiiuken 
bumh  ink* 
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SECOND  FnACE 
Northwest  Herald 
Shaw  Newspapers 
Crystal  Lake,  IL 


SECOND  FHACE 

Southeast  Missourian 
Rust  Communications 
Cape  Girardeau,  MO 


SECOND  F>LACE 

The  Gazette,  (Gaithersburg  Edition 
The  Gazette 
Gaithersburg,  MD 


THIRD  PLACE 

Daily  Southtown 

Midwest  Suburban  Publishing  Company 
(Hollinger,  Int.) 

Tinley  Park,  IL 


THIRD  PLACE 

Pharos-Tribune 

Community  Newspaper  Holdings,  Inc. 
Logansport,  IN 


THIRD  PLACE  (TIE) 

South  Philly  Review 
Review  Publishing 
Philadelphia,  PA 
The  Oakville  Beaver 

Metroland  Printing,  Publishing  &  Distribution,  Ltd.-Torstar  Co. 
Ontario,  Canada 


THANKS  TO  THE  AMERICAN  PRESS 
INSTITUTE  FOR  JUDGING  THIS  YEAR’S  CONTEST. 
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Special  Advertising  Section 


If  advertisers  want  to  find  out  where  the  money  is,  they  need  to  look  no  further  than  the  cities  and  towns 
whose  names  aren’t  on  everyone’s  lips.  Places  like  Ft.  Washington,  Pennsylvania;  Dixon,  Illinois;  Livonia, 

Michigan;  Sun  City,  Arizona;  and  Oakville,  Ontario. 

These  are  the  suburbs  of  North  America  whose  newspapers  have  sometimes  been  forgotten  by  retailers  looking 
to  reach  big  spenders  in  the  big  city.  But  as  a  new  Suburban  Newspapers  of  America  national  readership  survey 
shows,  those  who  live  in  the  ‘burbs  are  a  desirable  audience  of  their  own. 

“The  household  income  is  higher  and  the  education  level  is  higher.  All  the  demographics  skew  higher  among  the 
suburban  markets,”  said  Sammy  Papert,  chairman  and  CEO  of  Belden  Associates,  a  newspaper  research  and 
consulting  firm  that  produced  the  survey. 

SNA  will  release  the  full  study  during  its  Fall  Publishers’  and  Advertising  Directors’  Conference  from  Sept.  10-13 
in  St.  Louis.  “This  is  one  of  the  highlights  of  the  conference,"  said  Nancy  Lane,  SNA’s  executive  director.  “We 
invested  over  six  figures  on  this  study,  and  we  intend  to  share  a  lot  of  information  with  our  members  about  the 
strength  of  suburban  and  community  newspapers  across  the  nation.” 

Of  course,  the  statistics  about  suburbanite  salaries  won’t  be  news  to  many  of  the  nation’s  biggest  advertisers,  like 
The  Flome  Depot  and  Sears,  who  are  already  flocking  to  the  daily  and  weekly  newspapers  that  dedicate  them¬ 
selves  to  local  news. 

As  a  result,  many  of  the  2,000  members  of  SNA  are  on  a  roll  despite  the  pitfalls  of  the  economy.  The  key  to  their 
success  is  keeping  their  eyes  on  the  prize  of  local  coverage,  whether  they’re  in  Clearwater  or  Cleveland  or  any¬ 
where  in  between. 

“The  people  in  the  suburbs  care  about  their  community  and  the  news  in  their  backyard,  and  the  metros  cover 
too  large  of  an  area,”  Lane  said.  “The  metro  dailies  aren’t  able  to  reach  deep  into  the  suburbs  and  provide 
enough  local  news  of  importance  to  the  people  there.  They  can’t  possibly  reach  out  into  every  suburban  market 
like  a  local  suburban  newspaper  can.” 

S^ A  K>iiti{\(:i:s  Hoi  k  ok  I  nokiiimk;  in  Hati  kks  kok  Aonkhtisim; 

Even  though  the  member  newspapers  of  SNA  have  a  combined  circulation  of  about  37  million,  they  still 
face  challenges  as  they  try  to  make  sure  advertisers  are  aware  of  their  collective  strength. 

“For  a  long  time  we  have  been  the  underdog  when  it  comes  to  getting  business  from  major  retailers  and  national 
advertisers,”  Lane  said.  “That  has  been  changing  quite  a  bit  in  last  5  years  as  more  and  more  retailers  are  mak¬ 
ing  suburban  daily  and  especially  weekly  newspapers  a  regular  part  of  their  buy.  We  have  to  fight  harder  for 
advertising  dollars,  and  we  are  very  sophisticated  in  our  sales  and  marketing  efforts.” 

Part  of  the  problem  is  that  many  advertisers  are  used  to  doing  things  the  old-fashioned  way.  They  buy  ads  in 
metro  dailies  and  forget  about  trying  anything  else.  “That’s  the  easy  buy,  and  the  buy  that  everyone  has  done  for 
years,"  Lane  said.  “We’re  not  suggesting  that  they  abandon  the  metro  daily.  In  many  cases,  they  have  an  oppor¬ 
tunity  to  supplement  the  metro  daily  by  using  suburban  newspapers.  In  some  markets,  suburban  newspapers 
can  offer  better  penetration." 

Few  people  know  that  better  than  Floward  Griffin,  vice  president  of  advertising  for  Journal  Register  Company.  Flis 
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Special  Advertising  Section 

SK\ 

Stable  of  newspapers  has  a  circulation  of  more  than  1.5  million  in  the  Philadelphia  area  alone,  and  thousands 
more  in  clusters  in  Connecticut,  central  New  England,  New  York  and  Ohio. 

“We’re  positioning  the  strength  of  our  cluster  groups  so  that  advertisers  who  are  looking  to  reach  the  suburban 
areas  get  results  in  our  newspapers  largely  because  we’re  the  number  one  provider  of  local  information,”  Griffin 
said.  “That’s  our  niche.  We  provide  local  sports  and  local  news  that  you  can’t  find  in  other  publications." 
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The  local  coverage  of  suburban  newspapers  in  the  St.  Louis  and  Detroit  areas  has  attracted  the  attention  of 
Wal-Mart,  which  often  completely  ignores  dailies.  Wal-Mart  has  advertised  in  the  weekly  suburban  news¬ 
papers  in  those  markets  for  two  or  three  years,  said  company  marketing  director  Troy  Steiner,  who  is 
responsible  for  strategic  media. 


Suburban  newspapers  have  remained  a  strong  part  of  Wal-Mart’s  focus  as  the  company  has  reevaluated  its  adver¬ 
tising  buys.  “We’re  looking  for  those  publications  that  offer  us  the  best  efficiency  and  deliver  the  message,"  Steiner 
said.  “If  a  suburban  newspaper  has  things  that  cater  to  an  individual  family’s  needs,  it’s  going  to  be  one  of  the 
most  widely  read  publications.  Not  everybody  cares  that  the  stock  market  is  dropping  by  100  points,  but  every¬ 
body  in  your  family  cares  whether  little  Johnny  made  the  honor  roll  or  was  in  the  local  play.” 

Terrence  Egger,  president  and  publisher  of  the  St.  Louis  Post-Dispatch  and  the  Suburban  Journals  of  Greater  St. 
Louis,  knows  the  value  of  providing  news  through  lenses  both  big  and  small.  The  metropolitan  Post-Dispatch  and 
its  sister  community  papers  work  together  to  cover  the  news  that  matters,  he  said. 

“We  try  to  think  about  the  reader  and  the  advertiser  and  try  to  assess  how  can  we  best  serve  them,”  he  said. 

In  the  past,  the  Post-Dispatch  diverted  resources  to  local  community  news,  while  some  of  the  36  community 
newspapers  tried  to  launch  more  aggressive  regional  coverage,  he  said.  “Both  were  diversions  from  our  goals. 
Now,  we  can  assure  that  a  reader  in  St.  Louis  will  get  a  quality  metropolitan  newspaper,  and  our  readers  can 
also  be  assured  that  we  are  providing  great  local  community  content  through  the  Journal  newspapers.  We’re 
reinforcing  that  clarity  of  purpose  for  our  staffs  at  each  publication.” 

The  double-barrel  approach  works  for  advertisers  as  well  because  they  can  get  a  “one-stop  shopping  range  of 
options,”  he  said.  “They  can  reach  all  or  any  part  of  the  market  they  want.” 
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ccording  to  SNA’s  new  survey,  advertisers  ready  to  dip  into  the  suburban  markets  will  find  much  more 
than  a  dedicated  readership  when  they  look  outside  the  big  city.  They’ll  also  discover  a  well-read  and 
demographically  desirable  audience. 


“We  asked  where  people  looked  first  for  local  shopping  and  advertising  information,  and  55  percent  said  they 
look  first  to  a  suburban  or  community  newspaper,”  said  Papert  of  the  Dallas-based  Belden  Associates.  “By  con¬ 
trast,  38  percent  said  they  turned  to  the  metro  newspaper.” 
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S  ADVERTISING 
9i%  «  i&  PROMOTIONS 

SUBURBAN  NEWSPAPERS  OF  AMERiCA  CONTE. ST  WINNERS  LIST 


CATEGORY  1 

BEST  AD¥ERnSING  SAIES  TJtA/MNG  MATEfUAlS 

All  Classes  Combined 

1ST  PLACE  HE:  “TOUCHING  ALL  THE  BASES" 

Add  Inc./CNI  Newspapers 
New  Berlin,  Wl 

1ST  PIACEHE:  "2002  ADVERTISING  RESOURCE  GUIDE" 
Journal  Register  Company/Tbe  News-Herald 
Willoughby,  OH 

2ND  PLACE:  “SELUNG  SMCr 

liberty  Suburban  Chicago  Newspapers/Life  Newspapers 

Oak  Brook.  IL 


CATEGORY  2 

BEST  AD  SERIES 

All  Classes  Combined 

1ST  PLACE:  “LOOKING  BACK" 

Journal  Register  Company/The  Middletown  Press 
Middletown,  CT 

2ND  PLACE:  “HART  HOUSr 
Now  Newspapers  LTD/Bumaby  Now 
Burnaby.  8C 


CATEGORY  7 

BEST  NEW  SPECIAL  ADVEffTISWG  SECnON 
(ROP  AND/OR  ClASSIFIED) 

Classes  A  &  B  Combined 
1ST  PLACE:  “ELS" 

Recorder  Publishing  Company/Bernardsviite  News 
Bernardsville,  NJ 

2N0  PUCE:  “HATS  OFF  TO  ARLINGTON" 

Pioneer  Press/ Arlington  Heights  Post 
Arlington  Heights,  IL 

3RD  PLACE:  “THE  BERNARDSViaE  NEWS  2001  CALENDAR" 
Recorder  Publishing  Company/Bernardsvitle  News 
Bemardsville,  NJ 

Classes  C  &  D  Combined 
1ST  PLACE:  “FAU  HOME  &  FASHION" 

Hometown  Communications  Network/Eccentirc  Newspapers 
Birmingham,  Ml 

2ND  PUCE:  “2002  A  YUR  ON  THE  GO  CALENDAR" 

Shaw  Newspapers/SSMG  Group 

Crystal  Lake,  IL  m^x' 


3RD  PLACE:  “FALLS  POINTE* 

Sun  Newspapers 
Cleveland,  OH 


CATEGORY  3  Nety^orn 

BEST  PROMOTION  TO  BUILD  CIRCULATION 
AND/OR  READERSHIP 
All  Classes  Combined 

1ST  PLACE:  “SHOP  AND  WIN  SAVINGS  CHALIENGr 

Lee  Enterprises  (South  Coast  Newspapers)/North  County  Times 

Oceanside.  CA 

2ND  PLACE:  "STAY  POSTED  CAMPAIGN" 

Messenger  Post  Newspapers 
Canadaigua.  NY 

3R0  PLACE:  “THE  REPORTER  SUNDAY  LAUNCH" 

Journal  Register  Company/lhc  Reporter 
Lansdale,  PA 


CATEGORY  4 

BEST  ADVEffnSING  SALES  PROMOTIONAL  MATERULS 

All  Classes  Combined 
1ST  PLACE:  “MEOU  KfT 
Recorder  Publishing  Company 
Bemardsville.  NJ 

2ND  PLACE:  “TIMES  OF  YOUR  UFE  MEDIA  KIT 
Times  Community  Newspapers 
Leesburg.  VA 

3RD  PLACE:  “MEDIA  KIT 

Journal  Regrster  (k>mpany/ Montgomery  Newspapers 

FL  Washington.  PA 


CATEGORY  7 

Classes  C  4  D  Combined 
1  ST  PLACE 

Eccentric  /Vewspap<-r.s 
rtompfown  Communfcahons 
Nety^orn 


3RD  PLACE:  ^'BOATER'S  GUIDE  2002" 

Journal  Register  Company/ Bristol  Press 
Bristol,  CT 

Class  E 

1ST  PLACE:  “SPORTS  CENTURT 
CnhI/Enid  News  &  Eagle 
Enid,  OK 

2ND  PUCE:  “CHRISTMAS  WISH  BOOK" 

Cnhi/Pharos-Tribune 
Logansport,  IN 

3RD  PUCE  TIE:  “HOLIDAY  COOKBOOK" 
Journal  Register  Company/The  Call 
Woonsocket.  Rl 

3RD  PUCE  TIE:  “VISIONS" 

Journal  Register  Company/The  Mercury 
Pottstown.  W 

Class  r 

1ST  PLACE:  “HIDDEN  RIVER" 

Journal  Register  Company/The  Mercury 
Pottstown.  PA 

2ND  PLACE:  “HOSSIER  HEROES" 

Cnhi/The  Herald  Bulletin 
Anderson.  IN 


CATEGORY  22 

C/asses  £  &  F  Combined 

2ND  PUCE 

Cnhi  Phams  Tribune 


Driieflfi 


CATEGORY  5 

BEST  INTERNAL  COMMUNKATION 

AN  Classes  Combined 

1ST  PUCE:  “THE  AD-VENTURES  OFAOSa  FOXX* 

liberty  Suburban  Chicago  Newspapers/ Ufe  Newspapers 

Oak  Brook.  IL 

2NO  PUCE:  “YOU'RE  AN  IMPORTANT  MRT  OF  UFE  NEWSPAPERS" 

liberty  Suburban  Chicago  Newspapers/ Life  Newspapers 

Oak  Brook.  IL  • — r-« - 


CATEGORY  6 

BEST  ONIME  PROMOTION 
AN  Classes  Combined 
1ST  PUCE:  "AUTOUNK* 

Journal  Register  Company/The  Reporter 
Lansdale.  PA 


CATEGORY  8 

BEST  ROP  ADVERTISING  SECTION 
Classes  A«  B  &  C  Combined 
1ST  PLACE:  “DISCOVER  DORCHESTER" 

Chesapeake  Publishing  Company/Oorchester  Star 
Cambridge.  MO 

2ND  PLACE;  “LCT 

Journal  Register  Company/Utchfietd  County  Times 
New  Milford,  a 

Class  D 

1ST  PLACE:  “LIVING* 

Sun  Newspapers 
(^eveiand,  OH 

2ND  PLACE:  -TTCRET 

E  NEWSfWPBtS*  Journal  Register  Company/Montgomery  Newspapers 

Ft  Washington.  PA 

j  j'  F  3RO  PUCE  -GOODUFT 

Metrotand  Prinbng  &  Publishing/Mississauga  News 
I  ;  ^  Mississauga.  ON 

Classes  E  &  F  Combined 
’JmT  1ST  PLACE;  “WATERFOWL  FESTIVAL* 

_ Chesapeake  Publishing  Company/Star  Democrat 

CATEGORY  11  Easton.  MD 

Class  n 

1ST  PUCE  2HD  PUCE:  “DISCOVER  TALBOT 

Mctroland  Printing  A  Publishing,  Chesapeake  Pubishing  Company/Star  Democrat 

Jhe  Mississauga  News  Easton.  MO 


CATEGORY  10 

Class  B 

ISJPUCE 

Taconic  Pres- 

Journal  Register  Company 


CATEGORY  9 

BEST  ClASSIFIED  ADVERTISING  SECTION 

Claeses  A,  B,  C  &  D  Combined 

1ST  PUCE;  “YOUR  COMMUNRY  ClASSIHED” 

This  Week  Community  Newspapers 
Columbus,  OH 

Classes  E  &  F  Combined 
1ST  PUCE:  -AUTOMOTIVE" 

Journal  Register  Company/Delaware  County  Daily  Times 
Primes.  PA 

CATEGORY  10 

BEST  GENERAL  INTEREST  PROMOTION  SPECIAL  SECTION 
Class  A 

1ST  PUCE:  “THE  GREEN  BOOK,  SOCIAL  CALENDAR" 

Journal  Register  Co.  (Montgomery  Newspapers)/Main  Line  Life 
Ardmore.  PA 

2N0  PLACE;  “PUT 

Madison  Publishing  Group/Powel)  River  Peak 
Powell  River,  BC 

3RD  PUCE:  “OUR  HOMETOWN  HEROES” 

DFW  (immunity  Newspapers/McKinney  Messenger 
McKinney,  TX 

Class  B 

1ST  PUCE:  “DUTCHESS  MAGAZINE" 

Journal  Register  Company/Taconic  Press 
Mtllbrook.  NY 

2ND  PUCE:  “GETTING  STARTED  A  NEWCOMERS  GUIDE 
TO  THE  SUBURBS'" 

Add  Inc./CNI  Newspapers/Drop  Point  Publication 
New  Berlin.  Wl 

3RD  PUCE:  “LYME  DISEASE  GUIDT 
Journal  Register  Company/The  Independent 
Hillsdale,  NY 

HONORABLE  MENTION:  “GARDEN  BOOK  2002” 

East  Hampton  Star 
East  Hampton.  NY 

Class  C 

1ST  PUCE:  “HOWARD  COUNTY-OFFICIAL  VISITORS  & 
NEWCOMERS  GUIDE" 

Patuxent  Publishing  Company/ Howard  County  Times 
Columbia,  MD 

2ND  PLACE:  “CONNECTICUT  SHORE-SUMMER  2001" 
Journal  Register  Company/Shore  Line  Newspapers 
Guilford.  CT 

3RD  PLACE:  “KITCHENS  &  BATHS  2002" 

The  Litchfield  County  Times 
New  Milford,  CT 

Class  D 

1ST  PUCE:  “HOUOAY  HOW  TO” 

Add  Inc./CNI  Newspapers 
New  Berlin.  Wl 

2ND  PUCE:  “GOLF  2002"  E  ^ 

Shaw  Newspapers/SSMG  Group  ^ 

Crystal  Lake.  IL 


3R0  PUCE  TIE:  “RfVERFEST  GUIDE" 

Greater  Media  Newspapers 
Freehold.  NJ 

3RD  PLACE  TIE:  “CREATIVE  ELEGANCF 
Suburban  Journals 
St.  Louts,  MO 


HONORABLE  MENTION:  “FLOWER  SHOW" 

Journal  Register  Company/Montgomery  Newspapers 
Ft  Washington.  PA 

HONORABLE  MENTION:  “LETS  GO  NORTH  SHORE* 
Lower  Mainland  Publishing/North  Shore  News 
North  Vancouver.  BC 

Class  E 

1ST  PLACE:  “2001  SUMMER  MAGAZlNr 
Journal  Register  Company/The  Saratogian 
Saratogp  Springs.  NY 


4  \ 


2ND  PUCE 

Madison  Pubhsh.ng  Group  ' 
Powell  River  Peak 


1 


2ND  PUCE:  “DRAW  YOUR  MOM" 

Journal  Register  Company/The  Register  Citizen 
Torrington.  CT 


CATEGORY  16 

BEST  COVER  DESIGN 


3RD  PUCE  TIE:  "BEST  OF  ENID  READER'S  CHOICE" 

Cnhi/Enid  News  &  Eagle 
Enid.  OK 


3R0  PUCE  TIE:  "NETWORKS” 

Journal  Register  Company/Daily  Freeman 
Kingston.  NY 

Class  F 

1ST  PUCE:  ‘A  DAY  IN  THE  LIFT 
Cnhl/lT)e  Herald  Bulletin 
Anderson,  IN 

2ND  PUCE:  "GUIDEBOOK” 

Capital  Gazette  Newspapers 
Annapolis.  MD 


CATEGORY  7 

C/ass  E 
1ST  PLACE 

End  News  &  Ea^le/Cntii 


3RD  PUCE  TIE:  "2001-A  YEAR  TO  REMEMBER” 

Journal  Register  Company/The  Mercury 
Pottstown,  PA 

3RD  PUCE  TIE:  "FUTURE  LEADERS’" 

Antelope  Valley  Newspapers/ Antelope  Valley  Press 
Palmdale,  CA 


CATEGORY  11 

BEST  SHOPPING  AREA  PROMOTION  SPECIAL  SECTION 


Class  D 

1ST  PUCE:  "HARLEY  DAVIDSON” 

Capital  Gazette  Newspapers 
Annapolis.  MD 

2ND  PUCE:  "  HOWARD  COUNTY'S 
BEST  KEPT  SECRET  RAMSHEAD  TAVERN” 

Patuxent  Publishing  Company/Columbia  Rier 
Columbia,  MD 

3RD  PUCE:  "NEW  LOCATION  -  RIVERSIDE” 
Patuxent  Publishing  Company/Columbia  Rier 
Columbia,  MD 

Classes  E  &  F  Combined 
1ST  PUCE:  "NEED  A  NEW  ROOF?” 

Journal  Register  Company/Daily  Freeman 
Kingston,  NY 


CATEGORY  13 

BEST  SINGLE  BLACK  A  WHfTE  CLASSinED  AD 

All  Classes  Combined 

1ST  PUCE:  "NEED  ANOTHER  FARM  HAND” 

Lee  Enterpnses/The  Times  &  Democrat 
Orangeburg,  SC 

2ND  PLACE:  "MONTGOMERY  COUNTY  POUCE” 
The  Gazette 
Gaithersburg,  MD 


Classes  A  &  B  Combined 

1ST  PUCE:  "2001-2002  GLENCOE  CHAMBER  OF  COMMERCE 
COMMUNITY  GUIDE" 

Pioneer  Press/Glencoe  News 
Glenview.  IL 

2ND  PUCE:  "PUTNAM  COUNTY  GUIDE” 

Journal  Register  Company/Taconic  Press 
Millbrook,  NY 

3RD  PUCE:  "AMBLER  MGES'” 

Journal  Register  Company/Montgomery  Newspapers 
Ft.  Washington.  PA 

Class  C 

1ST  PUCE:  "EVANSTON  SOURCE  BOOK” 

Pioneer  Press/Evanston  Press 
Glenview.  IL 

2ND  PUCE:  "2001-2002  OAK  PARK  &  RIVERFOREST 
CHAMBER  OF  COMMERCE  COMMUNITY  GUIDr 

Pioneer  Press/Oak  Leaves  &  Forest  Leaves 
Glenview,  IL 

Class  D 

1ST  PUCE:  "ONE  TO  ONE" 

Metroland  Printing  &  Publishing/The  Mississauga  News 
Mississauga.  ON 

2ND  PUCE;  "EDGEMONTVILUGE" 

Lower  Mainland  Pubtishing/North  Shore  News 
North  Vancouver.  BC 

Classes  E  &  F  Combined 

1ST  PUCE:  "NINETEENTH  ANNUAL  VICTORIAL  STROLL” 

Journal  Register  Company/The  Record 
Troy,  NY 

2ND  PUCE:  "WEST  SUBURBAN  BUSINESS  PRORLES” 

Pioneer  Press/Oak  Leaves 
Oak  Park.  IL 


3RD  PLACE:  "EMPLOYMENT  OPPORTUNITIES" 

Journal  Register  Company/The  Bristol  Press 
Bristol.  CT 


CATEGORY  14 

BEST  SINGLE  ROPAD  (TWO  OR  MORE  COLORS) 
Class  A 

1ST  PUCE:  "MIU  VALLEY  CENTER  GROUP” 
Hometown  Communicabons  Network/Milford  Times 
Milford.  Ml 

2ND  PUCE:  "BIG  BOY  TOYS” 

Madison  Publishing  Group/Powell  River  Peak 
Powell  River.  BC 

Classes  B  &  C  Combined 
1ST  PLACE:  "OUR  TOWN” 

Recorder  Publishing  Company/Bemardsville  News 
Bemardsviiie,  NJ 

2ND  PUCE:  "THE  NUTRITION  CONNECTION” 

This  Week  Community  Newspapers 
Columbus.  OH 

3RD  PUCE;  "SHAYDZ  FOR  ALL  SEASONS" 

Gazette  Pres^St  Albert  Gazette 
St  Alberta.  AB 

Class  D 

1ST  PUCE:  "AESTHETICS  HOME  FURNISHINGS" 
East  Hampton  Independent 
East  Hampton.  NY 

2ND  PUCE:  "ETHAN  ALLEN  HOME  INTERIORS” 
Patuxent  Publishing  Company/Columbia  Rier 
Columbia.  MO 

3RD  PUCE:  "GEMS  OF  THE  PAST 
East  Hampton  Independent 
East  Hampton.  NY 


3RD  PUCE:  "MASSACHUSETTS  SHOPPING  GUIDE" 

Journal  Register  Company/The  Times 
Pawtucket.  Rt 


CATEGORY  12 

BEST  SINGLE  BLACK  A  WHITE  ROP  AD 

Classes  A  &  B  Combined 

1ST  PUCE:  "FAGAN'S  TAP/SUPER  BOWL  BASH” 

Pioneer  Press/Elm  Leaves 

Oak  Park,  IL 

2ND  PUCE:  "THE  END” 

Patuxent  Publishing  Company/Catonsville  Times 
Catonsville,  MD 

3R0  PLACE:  "CONQUER  THE  SATI” 

East  Hampton  Star 
East  Hampton,  NY 

Class  C 

1ST  PLACE:  "JOIN  THE  CUCK” 

Times  Community  Newspapers/ Loudon  Times  Mirror 
Leesburg.  VA 

2ND  PLACE:  "OUR  HEARTS  A  PRAYERS” 

Times  Community  Newspapers/ Loudon  Times  Mirror 
Leesburg.  VA 


CATEGORY  14 

C/asses  BAC  Combined 
2ND  PLACE 
This  Weeh  Community 
Newspapers 


Classes  E  &  F  Combined 
1ST  PUCE:  "UNCASTER  COMMUNITY  HOSPHAL” 
Antelope  Vall^  Newspapers/ Antelope  Valley  Press 
Palmdale.  CA 

2ND  PLACE;  ‘AVEN'S" 

Antelope  Valley  Newspapers/ Antelope  Valley  Press 
Palmdale.  CA 


CATEGORY  15 

BEST  SINGLE  CLASSIFIED  AD 
(TWO  OR  MORE  COLORS) 

All  Classes  Combined 
1ST  PLACE:  "COMMUNICARr 
Sun  Newspapers 
Cleveland.  OH 

2N0  PLACE:  "FUDRUCKERS  •  NOW  HIRING” 
Patuxent  Publishing  Company/Weekend  Classified 
Columbia.  MD 


3RD  PLACE:  "AJ  CONSTRUCTION” 

The  Gazette 
Gaitfiersburg.  MD 


Classes  A  &  B  Combined 
1ST  PLACE:  "FOOTBAU  SEASON  PREVIEW” 
Add  Inc./CNI  Newspapers/ Southwest  Group 
New  Westminster,  Wl 

2ND  PUCE:  "SUMMER  BOOK* 

East  Hampton  Star 
East  Hampton.  NY 


CATEGORY  19 

Classes  A&B  Combined 
2ND  PLACE 

Chesapeake  Publishing 
Company,  The  Business 
Ledger  2002 


3RD  PLACE:  "WHERE  ITS  AT  THE  WEEK  OF  THE  4TH” 

Add  Inc  /CNI  Newspapers 
New  Berlin,  Wl 

Class  C 

1ST  PLACE:  "THE  OEUWARE  COUNTY  FAIR" 

This  Week  Community  Newspapers 
Columbus.  OH 


2ND  PLACE:  "HARVESTER-MU  2001” 

Journal  Register  Company/ Shore  Line  Newspapers 
Guittord,  CT 

3RD  PLACE:  "CT  SHORE  SUMMER  2001” 

Journal  Register  Company/Shore  Lme  Newspapers 
Guilford.  CT 

Class  D 

ISr  PLACE:  "THE  HAMPTONS  HOMP 

East  Hampton  Independent/EH/SH  Independent 

East  Hampton.  NY 

2ND  PLACE:  ^ACCENT  YOUR  HOME" 

Journal  Register  Company/The  Trentonian 
Trenton.  NJ 


CATEGORY  3 

Ail  Classes  Comomed 
Isr  PLACE 
North  County  Times 
Lee  Enterpn^s 
(South  Coast  Newspapers) 


3RD  PLACE:  "THE  2001  MEMORIAL  TOURNAMENT 

This  Week  Community  Newspapers 
Columbus.  OH 


Classas  EOF  Combinad 

1ST  PLACE:  "2001 A  YEAR  TO  REMEMBER” 


Journal  Register  Company/The  Mercury 
Pottstown.  PA 

2N0  PLACE:  "STEPPIN*  OUT 
Journal  Register  Company/The  Record 
Troy.  NY 


CATEGORY  17 

BEST  SIGNATURE  MGE  OR  SIGNATURE  SEC770N 

Classes  A  A  B  Combined 
1ST  PLACE:  "WHAT  I  LOVE  ABOUT  AMERICA” 

Hometown  Communicabons  Network/South  Lyon  Herald 
South  Lyon,  Ml 

Pioneer  Press  Glencoe  News  2N0  PUCE:  "SCHOOL'S  OUT.  PLEASE  DRIVE  CAREFUUr 


CATEGORY  11 

Classes  A&B  Ck>mbined 
1ST  PLACE 


Recorder  Publishing  Company/Bemardsville  News 
Bemardsviiie.  NJ 


3R0  PLACE:  "2001  HEART  OF  CLARKSTON  HOUEMY  FESTIVAL” 

Eccentric  Newspapers/Claikston  Eccentric 
Clarkston,  Ml 


Class  C 

1ST  PLACE:  "HOPPIN'  DOWN  THE  BUNNY  TRAIL* 
Suburban  Journals  of  St  Clair  Co  /Belleville  Journal 
Belleville.  IL 

2ND  PLACE:  "HILLAROFEST 
This  Week  Community  Newspapers 
Columbus.  OH 

3R0  PLACE:  "HAPPY  HOUDAYS  PROMO” 

Times  Ledger/Glen  Oaks  Ledger 
Bayside.NY 

Class  0 

tST  PLACE:  "2001  GUIDE  TO  NORTHEAST 
OHIO  FOOTBAU” 

Sun  Newspapers 
Cleveland,  OH 


CATEGORY  10 

Class  0 
2N0  PLACE 
Shaw  Newspaper; 


2N0  PLACE:  "HAUOWEEN  SAFETY  TIPS  GAMP 


SSMG  Group 


DFW  Community  Newspapers/ Plano  Star  Couner 
Dallas.  TX 


3RD  PLACE  TIE:  "MAKE  YOUR  HOUSE  A  HOMT 

Greater  Media  Newspapers/News  Transcnpt 
Freehold.  NJ 


Classas  E  &  F  Combinad 

1ST  PUCE:  ”NH  VARSITY  HIGH  SCHOOL  FOOTBAU  2001* 
Journal  Register  Company/The  News-Herald 
Willoughby.  OH 

2ND  PUCE:  ”KIDSPEAK’ 

Journal  Roister  Company/The  Bnstoi  Press 
Bnstoi.  CT 


Special  Advertising  Section 
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The  survey  felt  the  pulse  of  more  than  3,300  suburban  readers  by  surveying  them  by  phone  in  20-minute  inter¬ 
views.  The  survey  was  launched  in  10  major  North  American  metropolitan  areas  —  Boston,  Chicago,  Cleveland, 
Columbus,  Detroit,  Kansas  City,  Philadelphia,  St.  Louis,  Washington  D.C.  and  Vancouver. 

All  those  interviewed  lived  in  neighborhoods  that  are  served  by  members  of  SNA. 

Of  about  3,000  readers  surveyed  in  the  U.S.,  almost  all  had  some  college  education.  Nineteen  percent  had  gone 
to  graduate  school,  26  percent  were  college  graduates,  and  25  percent  attended  some  college. 

Twenty  percent  of  suburban  residents  made  $100,000  or  more  a  year,  while  16  percent  made  from  $75,000- 
$99,999,  and  24  percent  were  in  the  range  from  $50,000-$74,999. 

The  median  income  was  $60,800,  a  full  $20,000  over  the  national  average,  Papert  said. 

As  a  whole,  suburban  residents  were  more  likely  to  own  homes  and  be  employed  than  the  rest  of  the  country. 
Seventy-eight  percent  of  men  were  employed,  as  were  68  percent  of  women,  and  62  percent  were  married  or  in 
long-term  relationships. 

“What  we  found  reinforces  that  in  the  suburbs,  people  are  better-educated  and  more  wealthy  and  affluent," 
Papert  said. 
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When  It  Comes  to  Chicago  s  Southland, 

Nobcxfy  Does  It  Better 


1  he  Star  has  finished  first  in 
Suburban  Newspaper  of  America's 
Class  A  General  Excellence 
competition  three  consecutive 
years:  2000, 2001, 2002. 

The  Star  claimed  Illinois  Press 
Association  sweepstakes  trophy  in 
2001  for  best  large  non-daily 
newspaper  in  the  state  of  Illinois. 

Illinois  Press  Association's  2002 
•  ^  news-editorial  contest  lists  Star 


^partnership 


staffers  as  winners  in  21 
separate  categories. 


^STAR 


The  Daily  Southtowm  has  been 
awarded  a  first  place  General 
'V  Excellence  Award  for  2002  from 
,  /  the  Illinois  Associated  Press 
Editors  Association.  The  staff 
Ip  -  was  recognized  with  awards  in 
;  i|  8  of  11  categories  for  excellence. 
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The  Illinois  Press  Association 

recently  ra-ognized  the  Daily  r 

Southtown  staff  with  19  awards 

competing  in  the  category  for  '  ‘ 

the  state's  largest  daily 

newspapers. 


Niuthtown 
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The  Suburban  Newspapers  of  America  organization,  of  course,  does  much  more  than  put  out  surveys. 
Among  other  things,  it  offers  contests  and  conferences,  annual  meetings  with  major  retailers  and  recruit¬ 
ment  agencies,  publishes  an  advertiser-friendly  membership  directory  and  provides  the  opportunity  to  net¬ 
work  with  peers  around  the  country  who  are  willing  to  help  each  other. 

“They’ve  done  a  great  job  at  pulling  together  suburban  newspapers  across  the  country,”  said  Griffin,  the  vice 
president  of  advertising  at  the  Journal  Register  Company.  “They’re  under  the  new  leadership  of  Nancy  Lane,  and 
she’s  done  an  outstanding  job  of  pulling  the  group  together.  There  are  a  lot  more  newspaper  groups  that  have 
hooked  up,  and  there’s  a  lot  of  action  going  on  in  that  organization.” 

Members  will  get  to  see  SNA  (www.suburban-news.org)  in  action  at  its  Fall  Publishers’  and  Advertising  Directors’ 
Conference  at  the  Hyatt  Regency  Union  Station  in  St.  Louis  from  Sept.  10-13.  The  conference  is  on  track  to  be 
the  largest  ever  with  an  estimated  150  participants. 

The  hotel,  whose  lobby  is  the  train  station’s  former  Grand  Hall,  will  play  host  to  numerous  workshops  and  semi¬ 
nars  aimed  at  helping  suburban  and  community  newspapers  reach  new  heights. 

AMONG  THE  SPEAKERS  WILL  BE; 

Marsha  Lawrence,  print  media  manager  with  Best  Buy  Company,  Inc.,  who  will  discuss  how  the  electronics  retail¬ 
er  approaches  print  advertising  and  where  suburban  and  community  newspapers  fit  into  the  picture. 


SNA  ADVEItnSING  DIRECTOR  OF  THE  YEAR 


TOM  ZALABAK,  Advertising  Director 

Lil>erty  Subtiiban  Chicago  Newspapers 
Oak  Brook.  Illinois 

This  award  is  presented  each  year  to  an  advertising  manager  that  delivers 
measurable  results  in  areas  such  as  revenue  growth,  retention  and 
development  of  sales  staff,  community  leadership  and  the  development  of 
new  products. 

Congratulations  to  Tom  Zalabak,  a  thirty  year  veteran  of  Liberty  Suburban 
Chicago  Newspapers.  He  will  be  presented  with  this  award  on  Thursday, 
September  12,  2002  during  the  SNA  Fall  Publishers'  and  Advertising 
Directors'  Conference  in  St.  Louis,  Missouri. 
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SUBURBAN  NEWSPAPERS  OF  AMERICA 


America's  Best  Read  Newspapers  in  America's  Best  Markets. 

Represeniing-2.000  newspa/rers  in  North  America. 

The  Suburban  Classified  Advertising  Network  (SCAN)  sponsored  this  year's  contest  To  learn  more  aboet  membership  in  SNA  or 
to  participate  In  the  SCAN  network,  call  Nancy  Lane,  Executive  Director  at  (610)  361-9234. 

www.suburban-news.org 


Gordon  Borrell,  president  of  the 
Borrell  Associates  new  media  con¬ 
sultancy  firm,  who  will  discuss  the 
best  ways  for  suburban  and  com¬ 
munity  newspapers  to  compete 
against  the  growing  threat  of  web¬ 
sites  like  Ebay.com, 

Autotrader.com  and  Monster.com. 
He  will  go  over  the  results  of  a 
Harvard  Business  School  survey 
that  measured  the  effectiveness  of 
national  web  sites  and  their 
effects  on  newspapers. 

Terrance  Egger,  president  and 
publisher  of  the  St.  Louis  Post- 
Dispatch  and  Suburban  Journals 
of  Greater  St.  Louis,  who  will  talk 
about  his  company’s  plans  to 
bring  the  Post-Dispatch  and  its 
sister  community  papers  closer 
together. 
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Marlene  Squires,  vice  president  of  Newspaper  Marketing  Services/NSA  Media,  who  will  discuss  accounts  that  fall 
into  the  NMS  division  including  all  AT&T  Wireless  and  National  accounts,  Borders  Books,  Amazon.com,  the  U.S. 
Navy  and  several  smaller  accounts.  Squires  will  talk  about  their  current  advertising  plans  and  how  suburban 
newspapers  can  attract  more  of  their  business. 

Former  Illinois  Senator  Paul  Simon,  a  one-time  presidential  candidate  who  is  famed  for  more  than  his  trademark 
bow  ties.  Simon  is  no  stranger  to  the  newspaper  business.  Before  he  entered  politics,  he  built  a  chain  of  13 
newspapers  after  volunteering  to  save  a  troubled  paper  at  the  tender  age  of  19. 

James  Sterling,  Missouri  Chair  in  Community  Newspaper  Management  at  the  University  of  Missouri,  who  will 
explain  how  suburban  newspapers  can  attract  the  top  talent  from  the  nation’s  journalism  schools. 

Larry  Berg,  vice  president  of  purchasing  with  Valassis  Communications  Inc.,  who  will  discuss  how  his  company 
became  one  of  the  nation’s  largest  full-service  marketing  services  companies,  best  known  for  the  four-color  FSI 
coupon  inserts  that  run  in  Sunday  newspapers.  Berg  will  describe  the  company’s  other  services,  including  ROP, 
solo  inserts,  poly  bags,  product  sampling  and  much  more. 

For  more  information  about  Suburban  Newspapers  of  America,  contact  Nancy  Lane  at  610  361  9234  or 
nancylanesna@aol.  com. 

This  special  section  was  written  By  Randy  Dotinga 
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The  annual  tech  show  has  been  plagued 
by  plunging  attendance,  but  plans  call 
for  more  joint  events  with  other  groups, 
in  new  locations,  and  on  earlier  dates 
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BY  JIM  ROSENBERG 

NE  COMPLAINS  OF  INSUFFICIENT  ATTENTION;  THE  OTHER 

promises  it’s  finally  listening.  Like  an  elderly  couple,  the 
largest  U.S.  newspaper  trade  association  and  its  vendor 
community  used  their  technology  trade  show’s  75th 
anniversary  to  renew  vows  to  preserve  the  annual  exposition  from 
its  near-death  experience  of  recent  years. 

Depending  on  who  is  asked,  the  number  of  newspaper  attendees 
at  Nexpo  has  been  too  small  for  only  two  years  or  12.  In  any  event, 
since  the  1990  recession,  the  volume  of  visitors  never  returned  to 
its  1980s  highs  —  not  even  in  1999  and  2000,  when  newspapers 
were  doing  quite  well.  In  fact,  1990  was  the  record  year  for  what 


was  then  called  ANPA/TEC  (American 
Newspaper  Publishers  Association/ 
Technology  Exposition  and  Conference), 
when  the  crowd  exceeded  15,200.  This 
June,  total  attendance  fell  to  6,155, 
according  to  its  sponsor,  the  Newspaper 
Association  of  America  —  even  lower  than 
the  6,580  who  showed  up  last  year.  Its 
2,298  nonexhibitors,  however,  represented 
an  11%  increase  over  the  number  of 
shoppers  in  2001  (the  first  year  that 
nonexhibitors  were  separately  counted). 

Even  so,  when  registrations  fall  that  low, 
groups’  decisions  have  especially  large 
impact.  Gannett  Co.  Inc.  and  Knight 
Ridder,  for  example,  often  sent  more  than 
100  people  each  to  Nexpo  before  1991- 
Last  year,  the  former  sent  three  (two  as 
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It  was  all  downhill  after  a  record  crowd  of 
15,200-plus  at  ANPA/TEC  1990.  The  recession 
caused  registrations  to  plummet  by  more  than 
30%  the  following  year  (far  left).  Even  in  the 
boom  year  of  1999  (left),  attendance  couldn't 
match  that  of  1989.  Nexpo  2002  in  Orlando, 
Fla.  (above),  attracted  435  fewer  attendees  than 
the  6,580  who  registered  for  the  previous  year’s 
show  in  New  Orleans. 
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sagging  attendance,  the  January  Opera¬ 
tions  SuperConference  will  join  the  June 
trade  show,  beginning  next  year.  The  2004 
joint  events  will  set  up  in  the  Northeast 
(Washington)  for  the  first  time  in  many 
years  and  move  to  an  early-springtime  slot 
the  following  year,  occasionally  overlapping 
with  regional  trade  shows.  Other  NAA 
conferences  will  meet  during  Nexpo  on  a 
rotating  basis.  In  2008,  NAA  will  tie 
together  several  of  its  annual  meetings, 
including  the  publishers’  convention. 


conference  panelists,  one  for  a  committee 
meeting)  and  the  latter  sent  four. 

Obviously,  last  year’s  recession  hit  NAA’s 
annual  trade  show  hard.  Roughly  a  third  of 
330-plus  exhibitors  responded  to  empty 
aisles  last  year  by  not  showing  up  at  Nexpo 
2002.  If  falling  newspaper  registrations 
didn’t  move  the  association  to  act  before, 
the  shrinking  number  of  exhibitor  regis¬ 
trations  did.  Light  traffic  hurts  exhibitors, 
and  lack  of  exhibitors  hurts  NAA. 

Sources  close  to  the  trade  show  indicate 
that  in  the  late  1980s,  and  again  in  the  late 
’90s,  it  put  roughly  $5  million  a  year  into  its 
sponsor’s  coffers.  Now,  other  than  noting 
Nexpo  income  provides  a  major  portion  of 
NAA’s  nondues  revenue,  Thomas  Croteau, 
the  association’s  current  top  tech  exec. 


One  busy  week 

The  NAA  also  is  encourag¬ 
ing  other  industry  groups  to 
convene  at  Nexpo/Super- 
Conference.  Already,  the 
Flexo  Users  Group  has 
scheduled  its  conference 
with  Nexpo  2003. 

By  no  means  a  golf  group 
covering  their  tracks  with 
tech  talks,  the  flexo  folks  in 
years  past  managed  to  pull 
together  sizable  and  serious  annual 
meetings  for  such  a  small  community  — 
three  dozen  U.S.  dailies  and  a  handful 


would  say  only  that  “our  policy  is  not  to 
discuss  those  things.” 

As  the  largest  category  of 


NAA  revenue  sources  other 
than  dues,  conventions 
and  seminars  contribute 
17%  or  more  of  total 
revenue,  according 
to  the  association’s 
audited  financial 
statements  for  1999 
and  2000.  Nexpo  is 
easily  the  largest 
component  of  that  category. 

Now,  NAA  says  it  has 
listened  to  suppliers,  and  most  seem 
willing  to  give  its  plans  for  Nexpo  a  chance 
to  succeed.  In  a  move  aimed  at  boosting 


1999 


IF.S  MC  CONCHIE/NAA 


of  members  from 
South  America, 
the  United 
Kingdom,  and 
Italy.  But,  like  other 
industry  groups,  it  failed 
to  convene  last  fall  —  this  year’s  meeting  is 
now  postponed  until  Nexpo.  Professional 
organizations,  regional  associations,  and 
user  groups  all  have  seen  attendance 
dwindle  in  the  past  two  years. 

“I  think  it’s  a  good  idea,”  Mark 
Grunlund  says  of  NAA’s  plan.  The  vice 
president  and  general  manager  of  Median 
Supply  Co.,  Advance  Publications’ 
purchasing  arm,  says  that  by  meeting 
during  Nexpo,  smaller  organizations  will 
boost  their  own,  and  the  trade  show’s, 
attendance.  Grunlund  says  that  his 
industry  group,  the  Newspaper 
Purchasing  Management  Association,  is 
considering  scheduling  its  annual 
meeting  to  coincide  with  Nexpo. 

With  a  narrower  focus  than,  say,  an 


operations  director,  a  classified  ad  manager 
could  conceivably,  within  five  days,  spend  a 
day  or  two  on  the  show  floor  vetting  new 
systems,  sit  in  on  useful  SuperConference 
and  Connections  sessions,  and  attend 
meetings  of  NAA’s  Classified  Federation 
and  his  or  her  system  vendor’s  user  group. 

Guiding  NAA  is  a  strategic  advisory 
committee  chaired  by  alfaQuest 
Technologies  President  Dennis  Nierman. 
More  than  before,  NAA  is  trying  to 
respond  to  exhibitors’  needs,  after  a  survey 
showed  “dissatisfaction  came  from 
vendors”  rather  than  newspapers,  says 
NAA  Chairman  William  Dean  Singleton. 

At  Nexpo,  Singleton  made  a  point  of 
visiting  every  exhibit  to  thank  and 
encourage  vendors.  It  didn’t  go  unnoticed 
or  unappreciated  (even  among  some  not 
entirely  in  agreement  with  NAA’s  plans). 
Persuaded  that  NAA  recognizes  Nexpo’s 
problems,  industry  veteran  Edward  R. 
Padilla  said  after  the  show  that  he  believes 
Singleton  genuinely  wants  vendors’  input 


and  changes  that  \vill  benefit  all  parties. 

NAA  CEO  and  President  John  F.  Sturm 
says  the  idea  of  holding  the  show  every 
other  year  was  rejected  because  no  large 
group  of  vendors  favored  it.  Although  a 
two-year  interval  might  work  for  some 
heavy-equipment  manufacturers,  software 
and  electronics  developers  could  have 
something  to  show  every  six  months.  One 
software-supplier  executive  calls  two  years 
“too  long  a  gap”  because  there  are  too  few 
newspaper-specific  trade  shows. 

The  change  from  late  June  to  late 
March  or  early  April  “is  what  the  vendors 
want,”  says  Singleton,  explaining  that 
vendors’  leads  acquired  in  early  spring  will 
remain  hot,  whereas  now,  with  vacation 
time  following  June’s  Nexpo,  they  tend  to 
run  cold  by  September. 

For  some  newspapers  with  strict 
budgeting,  a  midyear  Nexpo  provides 
time  to  change  plans  and  cut  attendance 
after  assessing  financial  performance 
for  most  of  the  first  half  of  the  year. 


America  East:  Chilly,  damp  -  and  no  distractions 


WHILE  THE  Newspaper 
Association  of  America 
(NAA)  huddled  with  Nexpo 
exhibitor-advisers  and  announced  changes 
to  the  annual  technology  show  and 
conference,  Corinna  Wilson  met  many  of 
the  same  people  to  discuss  those  changes. 

The  Pennsylvania  Newspaper 
Association  general  counsel  and 
association-services  vice 
president  was  in  Orlando,  Fla., 
meeting  with  a  vendor  advisory 
board  to  the  America  East 
Newspaper  Operations  and 
Technology  Conference.  The 
regional  trade  show,  held  in 
Hershey,  Pa.,  has  been  “a 
fixture  for  more  than  50  years,” 
says  Tim  Williams,  president 
of  the  PNA,  which  is  the 
organizer  and  lead  sponsor  of  the  event. 

Committee  members  “were  very  vocal, 
urging  us  to  maintain  the  show  in  its 
location  and  ...  season,”  says  Wilson. 
“They  love  that  the  weather’s  not  good  — 
that  people  come  here  to  work,  not  play.” 

Her  comments  refer  to  Nexpo  —  to  be 
rescheduled  for  early  spring  and  periodi¬ 
cally  held  in  the  Northeast  —  and  to  the 
gray,  damp,  chilly  days  of  late  McU’ch  in 
Hershey.  With  Hershey  Park’s  rides 
weeks  away  from  opening,  families 


seldom  accompany  America  East  atten¬ 
dees,  who  themselves  are  not  lured  by 
big-city  attractions,  golf  courses,  casinos, 
or  beaches.  Day  or  night,  say  Wilson  and 
Williams,  almost  all  attendees  are  in  some 
familiar  place,  settling  into  what  become 
favorite  restaurants  or  bars.  Unlike 
Nexpo,  the  venue  never  changes. 

And  the  timing  means  early  leads  can 
be  pursued  before  the  summer 
slowdown  —  a  major  reason  for 
moving  Nexpo  to  April. 

“We  were  disappointed,”  says 
Williams,  to  learn  that  Nexpo 
will  occasionally  convene  in 
early  spring  in  the  Northeast. 
But  vendors  made  it  clear  that 
America  East  is  “too  good  a 
thing  to  mess  up,”  he  says. 

The  apparent  conflict  is  not 
clear-cut.  For  one  thing,  “the  East  Coast 
part  doesn’t  bother  us,”  says  Williams. 

But  “overlapping  dates  are  a  major 
problem.”  Further,  PNA  estimates  only 
about  15%  of  America  East  attendees 
also  go  to  Nexpo.  Hershey  attracts  more 
line  personnel,  with  operators  as  likely 
to  show  up  as  managers. 

America  East  sponsors  anticipate 
“some  fall-off  in  attendance,”  says 
Williams,  but  also  see  a  continuing 
need  to  serve  those  who  will  show  up. 


Registration,  exhibition,  and  lodging 
costs  are  lower  than  Nexpo’s,  and  so  are 
transportation  costs  for  most  newspaper 
staffers.  “This  year,  we  had  close  to  a 
thousand  attendees,”  with  whom  the  120 
to  130  vendors  “have  more  one-on-one 
time,”  says  Williams. 

Over  time  and  within  limits, 
accommodation  may  be  possible.  In 
2007  and  2008,  when  America  East  will 
be  able  to  move  up  about  two  weeks  to 
mid-March,  Williams  says  it  will  help  if 
Nexpo  moves  back  two  weeks  into  late 
April.  He  maintains  that  the  six-week 
separation  will  help  some,  but  only  if 
Nexpo  isn’t  as  close  as,  say,  Baltimore. 

If  Nexpo  and  America  East  do  wind 
up  too  close  in  date  and  distance,  can 
the  latter  exploit  its  relatively  dreaiy 
circumstances  by  promoting  itself  to 
serious  shoppers  on  tight  budgets  as  a 
smaller,  less  distracting,  more-attentive, 
and  lower-cost  alternative  to  Nexpo? 

Williams  and  Wilson  say  it  already 
does.  “That’s  what  NAA  has  to  weigh  if 
they  move  their  show  around  and  into  this 
area,”  says  the  PNA  president,  adding  that 
other  considerations  also  come  into  play 
—  such  as  the  likely  unhappiness  with 
venues  such  as  Philadelphia  and  Atlantic 
City,  N_I.  If  NAA  tries  either,  he  says,  it 
will  never  return.  —  Jim  Rosenberg 


PNA  President 
Tim  Williams 
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World  Newspaper  Press  Systems 

www.gossinternational.com 


t 
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Changing  Nexpo 
to  mid-April 
would  largely  cut 
off  that  possibility. 
The  drop  in  cancella¬ 
tions  alone  will  help  keep 
attendance  numbers  up. 

Eventual  early-spring  timing  and 
Northeastern  locations  are  not  intended  to 
hurt  the  annual  America  East  Newspaper 
Operations  and  Technology  Conference, 
says  Sturm.  Such  changes  may  even  help  it, 
adds  Singleton.  But  if  both  timing  and 
location  of  the  shows  are  too  close,  says  one 
exhibitor,  America  East  may  get  hurt.  “If 
there  are  two  newspaper  shows  within  four 
weeks  of  each  other,  I  think  one  of  them  is 
bound  to  suffer,”  says  Paul  Norton,  U.S. 
operations  vice  president  for  Pine  Tree 
Systems.  Nevertheless,  Norton  says  hell  be 
happy  to  escape  the  heat  of  summer 
Nexpos  in  Sun  Belt  cities. 

Through  the  economy’s  ups  and 
dowTis,  the  America  East  trade  show  and 
conference  (which  E^P  co-sponsors)  in 
Hershey,  Pa.,  remains  the  oldest,  biggest, 
and  most  successful  regional  show  and 
conference.  “Discussions  with  Tim 
Williams  continue,”  Sturm  .said  during 
Nexpo,  referring  to  the  president  of  the 
Pennsylvania  Newspaper  Association, 
principal  sponsor  of  America  East. 

But  since  an  April  meeting  in 
Washington,  America  East  and  NAA 
representatives  have  talked  by  telephone 
only  (see  story,  p.  26).  “We  have  no  quarrel 
with  NAA,”  Williams  says.  “We  have  asked 


them  to  come  meet  with  us 
to  see  what  can  be  done,”  he 
i  says,  adding  that  NAA  is 
I  “only  trying  to  make 
Nexpo  better.” 

Elastic  demand 

Regardless  of  location 
and  set-up,  Nexpo  probably 
will  benefit,  says  Singleton, 

:  because  “there  is  pent-up 
demand  to  buy  equipment 
now.”  Vendors’  views  and 
I  buyers’  behavior  tend  to 
confirm  that,  though  both  By  combinin 
j  ,  ^  j  ,  a  SuperConfi 

debate  degree  of  demand. 

Serious  shoppers  may  find  value  in  Nexpo, 
but  obviously  sales  do  not  depend  on  it. 
And  a  need  to  “buy  equipment  now”  isn’t 
the  same  as  a  trend  to  buy  entirely  new 
types  of  products. 

That  distinction  helps  explain  the 
fall-off  in  Nexpo  attendance  since  the  late 
1980s.  Padilla  sees  the  fall-off  as  fallout 
from  an  earlier  phenomenon:  a  “techno¬ 
logical  revolution”  stretching  from  the  late 
1960s  into  the  1980s  and  most  notable  for 
moves  to  offset  printing  and  cold  type. 

Padilla  brings  a  broad  perspective  on 
the  industry’s  business,  operations,  and 
technology.  President  of  his  own  press- 
sales-and-services  firm.  Global  Press  Sales 
Inc.,  and  recently  appointed  chairman  of 
Goss  International  Corp.,  he  served  as 
MAN  Roland  Inc.  CEO  from  1984  to 
1992.  That  followed  a  25-ycar  career  on 
the  newspaper  side,  w  here  he  was  a 


Need  4  Color? 


Goss  Community  4-High 

Including  New  Rubber 
Rollers  and  Blankets 

From  $179,500 
FOB  Lenexa,  Kansas 


INLAND 


Newspaper  Machinery  Corporation 

PO  Box  15999,  Lenexa,  KS  66285 
1-800-255-6746  •  Fax  (913)  492-6217 
www.inlandnews.com 


By  combining  the  events,  says  Ed  Padilla,  “the  benefits  of 
a  SuperConference  and  Nexpo  can  be  mutually  reinforced.” 

e  in  Nexpo,  vice  president  of  the  Washington  Post  Co., 
nd  on  it.  president  and  publisher  of  T/ie  Times  in 
now”  isn’t  Trenton,  N.J.,  founder  of  the  Hershey 
ely  new  (Pa.)  Chronicle,  and  owner  of  weeklies  in 
California  and  Pennsylvania.  During 
1  the  those  years,  he  also  served  on  the  ANPA 

ice  the  late  Production  Management  Committee, 
s  fallout  Those  major  developments  since  the 

“techno-  ’60s,  he  remembers,  “triggered  a  pervasive 
om  the  late  realignment  of  skills  and  technology,  from 
notable  for  the  newsroom  right  on  back.”  Along  the 
Id  type.  way,  the  revolution  saw  the  first  attempts 

ictive  on  at  computer-to-plate  output.  Near  its  end, 
ons,  and  electronics  made  its  w'ay  into  pagination, 
n  press-  picture  desks,  cameras,  and  in-house 
Press  Sales  archiving;  flexography  was  adapted  to 
airman  of  newspapers;  and  mailroom  mechanization 
rved  as  and  automation  was  unrelenting. 

184  to  Though  it  all  “generated  a  lot  of  interest 

areer  on  and  capital  investment,”  says  Padilla,  “now 
^as  a  that  technical  change  has  been  absorbed,” 

and  today  “we  may  be  seeing  a  valley”  in 

-  developments  that  spur  investment  and 

the  “rationale  for  going  to  a  [trade]  show. 
...  I  think  we’re  certainly  on  the  back  side 
of  that  offset  and  electronic  surge.” 

And  what  will  be  next?  Probably 
digital  printing  and  varied  utilization  of 
jgji  newspapers’  digital  assets  and  deliverv’ 

methods,  Padilla  says.  So,  while  convinced 
^  that  printed  products  will  long  survive, 

he  repeats  the  familiar  warning  that 
the  industry  must  view  itself  as  an 
information  business  and  focus  on  how^ 
best  to  deliver  content. 

The  potential  of  the  World  Wide  Web 
seemed  The  Next  Big  Thing  in  the  mid- 
and  late  1990s.  But  while  it  did  pull  people 
to  new-media  conferences  for  several  years 
and  added  to  Nexpo  attendance,  it  didn’t 
exactly  fill  the  aisles.  Unlike  changes 
ration  caused  by  conversions  to  offset  and  cold 

85  type,  most  of  what  the  Web  wrought  was 

-62 1 7  worry'  about  it  as  a  business.  Offset  and 

phototypesetting,  in  contrast,  did  little 
or  nothing  {continued  on  page  37} 
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-FEATURES  AVAILABLE- 


COLUMNS  AVAILABLE 


ANTIQUES  ADVICE  COLUMN  Antique  i 
Talk  by  Wayne  Mattox  is  a  creative,  humor-  1 
ous,  informative  weekly  how-to  article  | 
geared  toward  that  new  breed  of  readers  | 
today's  innovative  newspapers  are  anxious 
to  capture.  5  years  running,  Red  Hot  topic! 
(203)  263-2899  or  2431  website  including 
many  articles:  www.antiquetalk.com 

ILLUSTRATOR/GRAPHIC  ! 
_ ARTIST _  i 

EDITORIAL  CARTOONS  CARICATURES. 

illustrations  by  John  Pritchett 
www.pritchettcartoons.com 


-ANNOUNCEMENTS- 


BUSINESS  FOR  SALE  ! 

FOR  SALE:  ESTABLISHED  turn-key  ceram¬ 
ics  Trophies/Awards  Business.  Ideal 
Home-Based  Operation.  (315)  782-5741 
email:  ncpl979@imcnet.net  Check  this  out  I 
www.imcnet.neVncp  Pay  us  a  visit!  ‘ 

_ EDUCATION _ 

WORLD  JOURNALISM  INSTITUTE 

Are  you  interested  in  being  a  Christian  jour¬ 
nalist?  The  World  Journalism  Institute  has  a  i 
number  of  journalism  courses  scheduled 
throughout  the  year  in  New  York  City,  Wash-  i 
ington,  DC,  Los  Angeles  and  Asheville,  NC.  : 
Academic  credit  is  available.  Check  us  out  at 
www.worldji.com  We  may  be  right  for  you.  | 

_  I 

NEWSPAPER  APPRAISERS 

#1NEWSPAPER  APPRAISER  -  Est.  1959 

Free  Initial  Valuation... go  to  I 

www.medjamergers.com 
W.B.  Grimes  &  Co.,  (301)  253-5016  i 

APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 

RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356 

NEWSPAPER  BROKERS 


-ANNOUNCEMENTS- 


Leader  in  Sale 
of  Community  K.  ’ 
Newspapers  tL;.  J 

(214)  265-9300 
Kickenbacher  IVIcdia 


America’s  Leading  Brokers  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Scott  McGraw,  Midwest 
(517)  369-3066 

Stephen  Klinger,  Southwest/West 
(505)  524-0122 
John  Szefc,  Northeast 
(845)  291-7367 
www.mediamergers.com 


NEWSPAPER  BROKERS 


DORMAN  E.  CORDELL 

Specialty  Enterprises,  Inc. 

13240  Peyton  Drive,  Dallas,  TX  75240 
(972)  960C096,  Fax,  (972)  774-1188 
email:  dcordell@swbell.net 


GAUGER  MEDIA  SERVICE,  INC. 

Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-9896 

GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Appraisals,  Sales,  Acquisitions,  Mergers 
(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 

^EDIA  AMERICA  BROKERS 

The  Pinnacle.  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta,  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 

Lon  W.  Williams 


MICHAEL  D.  LINDSEY 

www.publicationsforsale.com 
(307)  772-0003,  Fax  (307)  772-0004 


THOMAS  C.  BOLITHO 
BOLITHO  MEDIA  SERVICE 
“A  tradition  of  service  to 
community  newspapers” 

(580)  421-9600 
P.O.  Box  1985,  Ada,  OK  74821 
www.bolitho.com 

NEWSPAPERS  FOR  SALE 

EAST  TEXAS  WEEKLY,  growing  area, 
large  beautiful  lake,  larger  towns  nearby, 
metro  two  hours  away.  Bill  Berger,  Associ¬ 
ated  Texas  Newspapers,  (512)  476-3950, 
1801  Exposition,  Austin,  TX  78703. 

NEEDED:  HARDWORKING  COUPLE  com 

mitted  to  quality  journalism.  Illness  requires 
sales  of  award-winning  northern  New  England 
weekly.  $260,000-8280,000  gross. 

Box  2914,  Editor  &  Publisher  Classified 
770  Broadway  7th  Floor 
New  York,  NY  10003 

NEWSPAPER  BROKERS 


NEWSPAPERS  FOR  SALE 


NICE  IOWA  WEEKLIES 

3  Iowa  weeklies  (two  in  county  seats).  Con¬ 
tiguous  markets  with  separate  owners.  Rev¬ 
enue  $900,00,  nice  profit.  Great 
opportunity.  Can  be  sold  together  or  sepa¬ 
rate.  Rickenbacher  Media,  (214)  265-9300. 

TWO  WEEKLIES  with  shopper  available  in 
Southern  Michigan.  $400,000  plus  gross. 
Write  to:  Newspapers,  4435  W.  Saginaw, 
Suite  240,  Lansing,  Ml  48917. 

For  a  list  of  Properties,  for  sale  go  to 
www.mediamergers.com 
W.B.  Grimes  &  Co.-  Est.  1959 

UPSTATE  NEW  YORK  weekly  Perfect 
“Mom  and  Pop"  situation.  Beautiful  area, 
world-class  trout  fishing,  hunting.  2  1/2 
hours  to  New  York  City.  $95,000  firm. 
Send  background  to:  Ken  Paden,  13  Maple 
Ave.,  Sidney,  NY  13838. 

VERY  ANXIOUS  TO  sell  well-established 
weekly  in  beautiful,  growing  Idaho  resort 
area,  email:  greatweekly@yahoo.com  for 
details. 

KANSAS  COUNTY  SEAT  WEEKLIES. 

Long-established  solid  community  papers. 
Annual  revenue  $1  million-plus, 
good  annual  cash  flow.  Excellent  real 
estate,  three-unit  press. 

Thomas  C.  Bolitho 
Bolitho  Media  Service 
(580)  421-9600 
boritho@bolitho.com 


NEWSPAPERS  WANTED 

EXPANDING  FAMILY-OWNED  company 
seeks  papers  in  the  Carolines.  Contact: 

Ken  Fortenberry,  P.O.  Box  434,  Denver,  NC 
28037  or  call  (704)  489-6397. 

WANTED  TO  PURCHASE:  Small-town  news¬ 
papers  with  paid  circulation  4,000  or  above 
by  award-winning  non-public  group  that  will 
treat  your  employees  and  your  community 
as  well  as  you  have  done. 

Box  2036,  Editor  &  Publisher 
770  Broadway,  7th  FI,  NY,  NY  10003 

NEWSPAPER  BROKERS 


Producing  Top  Values  For  Publishers  Since  1923 

Over  the  years  we've  produced  top  values  for  publishing  companies, 
in  thousands  of  transactions  throughout  the  country.  VVe  have  built  this  record 
on  hard  work,  experience  ancf  trust,  and  we  welcome  your  call  to 
confidentially  discuss  what  we  can  do  for  you  and  your  company. 

John  Cribh  •  Jim  Hicks  _ _ _ 

Tom  karavakis  •  (iary  Greene  CRIBB 

^r/bb.  ^  ASSOCIATES 

Publication  Brokerage  &  Appraisal 

104  East  Main,  Suite  402,  Bozeman,  MT  59715  •  (406)  586-6621  •  FAX  406-586-6774 
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EQUIPMENT  FOR  SALE 


REMANUFACTURED  HEIDELBERG 
1472  Inserter 

Features  include:  dual  delivery  with  NPlOO 
gripper,  5  into  1  double  delivery,  13  into  1 
single  delivery,  brand  new  rotor,  and  Icon 
Automatic  Repair  System.  This  machine  is 
currently  installed  in  Idaho.  The  asking 
price  is  @225,000.00  (hardware  alone)  and 
is  negotiable.  Installation  and  shipping  not 
included.  This  machine  was  completely  re¬ 
built  one  year  ago.  For  more  information 
contact  Joe  Higgins  at  813-969-2253  or 
e-mail  to  )oe@craftsmansystems.net 

WEB^S^A  AUXILIARIES 

www.graphicmachinesales.com 
(815)  6484611  or  fax  (815)  648-2856 

_ MAILROOM _ 

BUY/SELL/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heidelberg/Hall 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 

GENICOM  MODEL  5100  Line  Printer  - 
1000  lines  per  minute.  Completely  Refur¬ 
bished.  30  Day  Warranty.  $3000.  (915) 
9494611. 

NEWSTEC,  INC 

Specializing  in  SLS/Muller  Martini 
and  Heidelberg  Inserting  Systems 

•  Spare  Parts  •  Training  •  Installation 

•  Mailroom  •  Systems  •  Inserter  Controls 

•  Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors,  Director  of  Sales 

Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
www.newstec.com 


DON’T  SELL  YOUR  PRESS 
UnbI  You  Contact 

Newman  International,  L.L.C. 

Web  Press  Sale 

“Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses” 
PRESSES  WANTED:  HARRIS  V25  V22 
VI 5A  VI 5D  or  845;  KING  Process  Color 
or  Daily;  GOSS  Community  Urbanite 
Metro;  SOLNA  D30  C% 

Tel;  (913)  648-2000 
Fax:  (913)  648-7750 

MOST  EXTENSIVE  SELECTION  OF 

USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 


-INDUSTRY  SERVICES- 


Advertisers  call  Michele  Gelden  at  (6461654-5304 
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i)  586-6621  »  FAX  406-586-6774  |  Publishing  Newspaper  Classifieds  since  1983. 

- i  Reach  millions  affordably!  Call  Now 

FREE  Media  Guide. 

NATIONAL  AD  PLACEMENT  SERVICE 
(888)-215-2790 
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-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


40  YEARS  NEWSPAPER 
^  EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Cutting-Edge  Technology 
Horace  Southward/Eric  Southward 
(800)  950-8475 
www.metro-news.com 


INCREASE  SINGLE  COPY  SALES  with  an 
established  street  Corner  Hawking  and  Spe¬ 
cial  Events  company.  Upscale  Sales  Inc. 
(619)  973-8324  Fax  (760)  788-7446  E-mail 
K_Larko@msn.com 

MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
Quantity  sales!  Phone:  (732)  738-5100 
FAX:  (732)  738-5115 
E-mail:  mpi@marketingplusinc.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 

PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776-6397 

WWW.PROSTARTS.COM 


GRAPHIC  DESIGN  SERVICES 


A  LITTLE  MISTAKE  that  cost  a  newspaper 
$40,000  last  year.  Unfortunately,  they 
didn’t  know  about  dailynewsgraphics.com. 
We  provide  fast,  reliable,  customized  graph¬ 
ics  for  your  newspaper  at  30%  -  50% 
savings.Visit  us  at  www.dailynewsgraphics.com 
or  call  (909)  338-3331. 


DO  YOU  HAVE  a  product  to  market  to  the 
newspaper  industry  but  cannot  get  to  the 
right  person?  We  can  do  that  for  you.  Two 
high  caliber  Newspaper  Executives  with 
20-plus  years  experience  in  the  industry 
have  valuable  nationwide  newspaper  contacts 
at  all  levels  of  major  chain  and  independents 
both  in  US  and  Canada.  Will  structure 
arrangement  either  fee  based  orcommission 
only.  Contact:  newspapersales@aoLcom  for 
more  information. 


SALES  MANAGERS  Sales  People 
I  Generate  New  Business  Today! 
j  $395  Total  Cost  -  No  Additional  Fees 
I  Candidate  Database  98%  Currently  Employed 
j  www.MediaRecruiter.com 


-HELP  WANTED- 


ACADEMIC 


THE  KIOSK  PROGRAM  PROFESSORSHIP  FOR  MIT'S 

Professional  Store  Subscription  Sales  GRADUATE  PROGRAM 

(614)764-2209  IN  SCIENCE  WRITING 

mpaeschrpaesch@netscape.net  MIT’s  Program  in  Writing  and  Humanistic 

- TA7rcTDflDi7n7DC(^T -  Studios,  in  the  School  of  Humanities,  Arts, 

.  T  ,,  .  .  and  Social  Sciences,  seeks  to  hire  a  ten- 

Intelligent  Circulatton  Marketing  ure-track  or  tenured  professor  in  science 

www.westparkdirect.com  |  .^3 

-  j  program  in  science  writing.  The  new  faculty 

COMPUTER  SOFTWARE  j  member  will  join  B.  D.  Colen,  Robert 
Kanigel,  Alan  Lightman,  Kenneth  Manning, 
COMPUTER  SYSTEMS  FOR  PUBLISHERS  ^,^1,  Paradis  Boyce  Rensberger,  and 

others  already  associated  with  our  faculty. 

Web  Ad  Sales.  Production,  Billing,  Invoicing  pg3,jigg  j,gg,g 

^'ci  t  c  leii  *  September  2003.  We  seek  a  writer  or 

•  SUB4  for  Subscription  Fulfillment.  _ _ ivt, _ *  „ 

•CATS  for  Competitive  Advertising.  *^'8^  accomplishment  in 

•  Custom  programming  available.  journa  ism,  magazine  essays  and  articles 

Take  a  test  drivel!  See  it  at:  books  on  science  aimed  at 

www.publishing.abelson.com  audiences;  whose  work  connects 

or  Call  Susan  or  Glenn  at  (516)  596-9610  (including  medicine  and  technology) 

__  _ .  _  _  I  to  broad  humanistic,  historical,  and  social 

SOFTWARE  for  AR,  classifieds  I  concerns;  and  who  demonstrates  in  his  or 

scheduling  &  circulation.  Fake  Brains  her  work  analytical  and  critical  tools  that  il- 
(303)  791-3301  www.fakebrains.com  luminate  science,  its  intimate  workings,  or 

_  its  place  in  society.  Teaching  experience 

CONSULTANTS  academic  education  in  a  field  of 

-  science,  applied  science,  or  the  history  of 

WANT  TO  GROW  SINGLE  COPY?  Let  us  science  and  technology  are  desirable.  The 

train  your  field  staff  to  grow  that  number  new  faculty  member  will  be  expected  to 

Dynamic  Achievers  (404)  261-9968  teach  various  courses  in  science  writing,  to 
carol@dynamicachievers.com  both  graduate  students  and  undergraduates, 

_  and  conduct  an  active  professional  career  in 

PRESSROOM  SERVICES  anting  itself.  Our  Program  offers 

-  courses  in  creative  writing,  general  exposito- 

PRESSROOM  CLEANING  PROBLEMS?  O'  writing,  biography,  and  digital  communica- 
Dirty  presses,  ceilings,  walls,  beams?  Unsafe  tion.  Our  faculty  includes  poets,  novelists,  es- 
floors,  catwalks  and  ladderways?  Dirty  sayists,  journalists,  historians,  biographers, 
handling  systems,  duct  work?  and  scientists.  Please  send  a  letter  of  appli- 

Daily  Service  Contracts  cation,  curriculum  vitae,  and  the  names  of  3 

One  Time  Service  I  people  familiar  with  your  work,  by  November 

ALL  WORK  DONE  TO  YOUR  j  1,  2002,  to  Professor  Robert  Kanigel,  Room 

COMPLETE  SATISFACTION  14E-303b,  Massachusetts  Institute  of  Tech- 

40  Years  experience!  I  nology,  Cambridge,  MA  02139.  MIT  is  an 

PRESSROOM  CLEANERS  :  affirmative  action,  equal  opportunity  em- 

CALL  TOLL  FREE  (800)  657-2110  [  pioyer. 
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-HELP  WANTED- 


ACADEMIC 


ACADEMIC 


SCRIPPS  HOWARD  PH.D.  FELLOWS 


The  E.W.  Scripps  School  of  Journalism  at  Ohio  University  seeks 
mid-career  professionals  from  advertising,  broadcast  news,  magazines, 
newspapers,  and  public  relations  to  be  Scripps  Howard  Teaching 
Fellows  in  its  three-year  Ph.D.  program.  The  program,  among  the  best  in 
the  country  in  mass  communication,  will  pay  fellows  $21,000  a  year  plus 
tuition,  renewable  for  two  years.  Master’s  and  GRE  required.  Deadline 
for  all  application  materials:  February  15,  2003.  Contact: 

Anne  Cooper-Chen 
(740)  593-2589 

Program  information:  www.scrippsjschool.org 
Applications:  www.ohiou.edu/-gradstu/apps.htm 


ACADEMIC 

ACADEMIC 

UNIVERSITY  OF  COLORADO  AT  BOULDER 

Executive  Director  of  University  Communications 

Executive  Director  is  a  member  of  Chancellor’s  Executive  Committee  and  contributes  to 
strategic  planning,  policy  decisions  and  issues  management  for  the  campus.  Plays  leading 
role  in  development  of  key  communication  strategies  designed  to  Increase  understanding 
and  support  for  the  University  of  Colorado  at  Boulder. 

Position  has  primary  responsibility  for  managing  a  comprehensive  communications  program 
including  news  services,  community  affairs,  web  communications,  and  publications 
and  creative  services.  Unit  currently  has  approximately  40  staff  and  an  annual  operating 
budget  of  $2.4  million. 

Qualificatjons: 

•  substantial  related  experience  in  leadership  position,  preferably  in  higher  education 

•  graduate  degree  in  public  relations,  communications,  journalism  or  related  field 

•  at  least  10  years  progressively  responsible  experience  in  management  position 

•  excellent  written  and  oral  communication  skills 

•  record  of  successful  media  relations 

•  experience  in  planning  and  implementing  integrated  public  relations/marketing  programs 

•  demonstrated  success  in  promoting  institutions 

•  Salary  commensurate  with  experience. 

Please  send  letter  of  interest,  resume  and  names  of  3  references, 
including  mailing  addresses  and  E-mail  addresses  to: 

Chair,  Search  Committee  17  UCB, 

Boulder,  Colorado  80309-0017. 

Applications  accepted  until  position  is  filled.  Receipt  by  September  30  is  suggested. 

The  University  of  Colorado  is  committed  to  diversity  and  equality 
in  education  and  employment. 


ACADEMIC 


The  Knight  Center  of  Environmental 
Journalism  at  Michigan  State  University 
seeks  an  experienced  journalist  to 
be  assistant  director  to  help  with 
teaching,  outreach,  publications  and 
other  programs.  Send  a  letter  of  interest, 
resume  and  three  references  to: 

Jim  Detjen,  Knight  Center  Director 
382  Communication  Arts  Building 
Michigan  State  University 
East  Lansing,  Ml  48824-1212 

Deadline:  October  1,  2002 
(517)  353-9479  Detjen@msu.edu 

http://environmental.jrn.msu.edu 


_ ACADEMIC _ 

GUEST  FACULTY  POSITION 
Applications  are  invited  for  the  position  of 
James  Clendinen  Professor  in  Editorial  and 
Critical  Writing  at  the  School  of  Mass  Com¬ 
munications  at  the  University  of  South  Florida 
in  Tampa.  The  Clendinen  Professor 
teaches  Critical  Writing:  Editorials,  Reviews, 
Columns  to  selected  USF  undergraduates 
three  times  a  week  from  January  27  until 
February  27,  2003.  For  more  information, 
please  see  the  following  Internet  sites: 
http://www.cas.usf.edu/mass_com/ 
faculty_vacancies.html  and 
http://www.lib.usf.edu/collman/ 
masscomm/professorship.html 


Ik  you  ix)n  t  see  a 
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-HELP  WANTED- 


ADMINISTRATIVE 


TALENTED  MANAGERS  NEEDED! 

Are  you  somewhat  under-appreciated  in 
your  current  position?  Need  a  fresh  challenge 
or  change  of  scenery  to  a  new  environment? 
We've  got  some  great  ones! 

www.BrehmCommunications.com 
Check  out  our  "unique  market” 
opportunities. 

ADMINISTRATIVE 


ADMINISTRATIVE 


PUBLISHER  for  NW  community  newspaper, 
grossing  $430M,  buy  out  possiblities.  Expe¬ 
rience  required  in  administrative, 
advertising  and  editorial.  Salary  DOE  -t-  bo¬ 
nus.  Please  send  responses  to: 

Box  3033,  Editor  &  Publisher  Classifieds 
770  Broadway,  7th  Floor 
New  York,  NY  10003 

ADMINISTRATIVE 


ASSOCIATE  PUBLISHER 

VNU  Business  Publications,  a  leading  business-to-business  publishing  company  has 
a  great  opportunity  for  an  Associate  Publisher  to  join  one  of  our  flagship  retail  magazines. 
Will  manage  and  direct  the  day-to-day  sales  operations  of  the  publication  including  market¬ 
ing  and  promoting  the  publication  to  advertisers  and  prospective  clients.  In  addition,  will 
manage  own  key  accounts. 

Candidate  must  have  at  least  5  years  ad  sales  experience  with  3  years  supervisory 
experience.  Must  have  good  verbal  and  written  skills.  Knowledge  of  MSWord,  Excel 
and  PowerPoint  a  plus. 

We  offer  a  great  work  environment  plus  an  excellent  benefits  package.  Please  send 
resume  with  a  cover  letter  indicating  salary  requirements  to: 

^^vnu  business  media 

Attn:  Human  Resources  Department  -  ej 
770  Broadway,  7th  Floor,  New  York,  NY  10003 
Or  Fax  (646)  654-5357 

Or  E-mail:  jobs@vnubusinesspublicationsusa.com 


ADMINISTRATIVE 

PRESIDENT 

FREEDOM  EASTERN  NORTH  CAROLINA 
Lead  more  than  300  associates  who 
publish  three  daily  newspapers,  three  week¬ 
lies,  two  military  publications,  an  ISP,  a  web 
portal,  and  a  host  of  specialty  products. 
FENC  is  headquartered  in  Jacksonville,  NC. 
There  are  also  offices  in  New  Bern,  Kinston 
and  Havelock,  NC.  Strong  collaborative 
skills  and  demonstrated  success  in  newspa¬ 
per  synergy  projects  are  a  must  to  tackle 
this  significant  position.  Candidates  will 
have  demonstrated  a  strong  commitment 
to  community  as  well  as  successful  man¬ 
agement  of  a  community  newspaper.  FENC 
is  an  affiliate  of  Freedom  Newspapers. 
Please  send  a  cover  letter  outlining  your 
qualifications  and  a  resume  to:  Steve  Buck- 
ley,  regional  VP,  Freedom  Newspapers, 
P.O.  Box  481,  Burlington,  NC  27216,  or  reply 
to: 

sbuckley@link.freedom.com 


_ ADVERTISING _ 

ADVERTISING  DIRECTOR 
The  Pine  Bluff  (Arkansas)Commercial  has 
immediate  opening  for  an  experienced  and 
aggressive  advertising  director.  The  person 
we  seek  should  be  able  to  motivate  and  direct 
seven  outside  sales  people,  three  classified 
sales  people  and  two  support  people 
to  maximize  sales  and  customer  service. 
Long  range  planning  and  follow-through  a 
must.  Salary  commensurate  with 
experience  as  well  as  a  commissionA)onus 
plan.  Excellent  company  benefits.  Mail  re¬ 
sume  and  salary  history  to  Charles  Berry, 
P.O.  Box  6469,  Pine  Bluff,  AR  71611  or 
E-mail  to:  cberry@pbcommercial.com. 


_ ADVERTISING _ 

:  ADVERTISING  DIRECTOR 

j  Growing  and  successful  Des  Moines,  lA 
weekly  community  newspaper  group  is 
1  seeking  an  aggressive  savvy  Advertising  Di- 
i  rector  to  oversee  a  staff  of  20-t-.  These  na- 
I  tionally  recognized  publications  are  among 
i  the  fastest  growing  in  the  country.  Resume 
I  to:  Henry  Phillips,  Press  Citizen 
j  Newspapers,  2221  East  Ovid,  Des  Moines, 
j  lA  50313.  or  E-mail: 

I  hphillips@presscitizen-shopper.com 

AD^RTISING  SALES 

I  Looking  to  grow  with  a  great  company?  Join 
!  Pacific-Sierra  Publishing’s  highly  effective 
i  sales  teams  in  California  with  opportunities 
j  in  the  Central  Valley  and  Central  Coastal  re- 
!  gions!  If  you  thrive  on  the  challenge  of  de- 
!  veloping  creative  marketing  strategies  that 
;  will  enhance  advertising  results  and  you 
I  possess  the  ability  to  collaborate  with  cus- 
!  tomers  to  develop  long-term  relationships, 
!  we  want  to  talk  to  you.  Qualified  candidates 
are  results  driven,  customer  focused  and 
have  a  proven  record  of  success.  We  offer 
I  a  comprehensive  benefits  package  in  a  cas- 
j  ual,  yet  professional  environment.  Send  re¬ 
sume  to:  J.  Peltier,  PS  Publishing,  P.O.  Box 
I  738,  Merced,  CA  95341 ,  or  E-mail  resume 
to:  jillp@pspub.com 

I  a’s^stantretwiT^vertising  Meager 

I  The  Register-Guard,  a  78,000  circulation 
family  owned  newspaper  in  Eugene,  OR.,  is 
[  accepting  applications  for  an  Assistant  Retail 
Advertising  Manager.  Applicant  will  train 
and  motivate  a  staff  of  outside 
1  salespersons  in  selling  newspaper  advertis¬ 
ing.  Complete  job  description  and  application 
requirements  available  at: 
www.registerguard.com 
Deadline  is  Tuesday,  Sept.  27,  2002.  P.O. 
Box  10188,  Eugene,  OR  97440-2188.  EOE. 


ADVERTISING 


CLASSIFIED  ADVERTISING  MANAGER 

Freedom  Newspapers  of  NM  (FNNM)  is 
seeking  an  experienced,  hands-on 
Classified  Advertising  Manager  for  our 
newspapers  in  Eastern  New  Mexico. 
Reporting  to  the  Advertising  Director,  the 
Classified  Manager's  responsibilities  include 
all  direct  and  telemarketing  classified  sales 
efforts  for  FNNM  as  well  as  classified  display, 
online,  and  classified  niche  products. 
The  Manager  will  oversee  the  classified  de¬ 
partment  of  three  newspapers,  a  shopper, 
and  a  military  publication. 

Position  requires  product  development  ca¬ 
pability,  revenue  forecasting  and  sales  de¬ 
velopment  skills,  contract  negotiation,  out¬ 
side  sales  experience  and  computer  savvy. 
The  successful  candidates  will  have  a  proven 
track  record  in  leading  a  sales  team  to 
success,  a  leader  with  a  marketing  focus 
who  understands  what  our  customers  want 
and  can  deliver  products  and  services  to 
meet  those  expectations. 

Classified  sales  experience,  preferably  in 
print  media  and  two  to  three  years  of  sales 
management  or  leadership,  is  required.  Ex¬ 
cellent  written  and  oral  communications 
skills  and  the  ability  to  excel  in  a  fast-paced 
environment  are  necessary.  Knowledge  of 
Microsoft  Office  is  not  required  but  will  be 
useful. 

FNNM's  classified  department  is  Mac  based 
and  uses  Baseview  as  a  front  end  system. 
Position  IS  salary  plus  competitive  commis¬ 
sion  and  performance  bonuses.  Benefit 
package  includes  401(k),  pension  plan,  paid 
vacation  and  sick  leave,  health  &  dental 
insurance. 

FNNM  (Freedom  Newspapers  of  NM)  is  an 
established  but  growing  company  in 
Eastern  New  Mexico  owning  three  newspa¬ 
pers  combined  circulation  of  16,0(X),  a 
printshop,  a  shopper,  several  niche  publica¬ 
tions,  sales  for  the  local  military  paper,  and 
we  offer  commercial  web  printing. 
Community  involvement  and  awareness  is  a 
main  focus  for  our  company.  To  apply  send 
resume  with  references  to: 

AD  DIRECTOR.  C/0  FNNM,  P.O.  Box  1689, 
Clovis,  NM  88102 

Or  E-mail  to:  tdvise@link.freedom.com 

Closing  date  Friday,  September  13,  2002 

Midwest  group  of  weekly  newspapers  in  a 
major  market  is  looking  for  ADVERTISING 
SALES  PROFESSIONALS  who  have  a  proven 
record  of  accomplishment  in  retail  advertising 
sales  management.  If  you  are  a  team 
player  who  can  motivate,  properly  direct  a 
sales  team  and  are  looking  for  a  career  po¬ 
sition  with  a  growing  company,  let’s  talk. 
Our  managers  enjoy  a  fine  compensation 
and  benefits  package  and  our  location  is 
great.  Send  your  resume  with  a  cover  letter 
outlining  your  qualifications  and  salary  history 
to: 

Box  3019,  Editor  &  Publisher  Classifieds 
770  Broadway,  7th  Floor 
New  York.  NY  10003 


Obstacles  don't  have  to  stop  you. 
If  you  run  into  a  wall,  don't  turn 
around  and  give  up.  Figure  out 
how  to  climb  it,  go  through  it,  or 
work  around  it. 

•  Michael  Jordan 


ADVERTISING 


PASADENA  STAR-NEWS 
SAN  GABRIEL  VALLEY  TRIBUNE 
WHITTIER  DAILY  NEWS 

DISPLAY  ADVERTISING  DIRECTOR 
The  San  Gabriel  Valley  Newspaper  Group 
(110,000  circulation)  is  seeking  a  Display 
Advertising  Director  to  lead  a  40-person 
sales  team  in  an  exciting  local  retail  environ¬ 
ment.  You’ll  be  with  the  market  leader  facing 
a  variety  of  competitors  and  will  enjoy 
introducing  new  sales  ideas  to  remain  on 
top. 

Responsibilities  include  achieving  the  revenue 
budget,  managing  the  expense  budget, 
implementing  sales  strategies  to  grow 
existing  customers  and  creating  ideas  to 
develop  new  revenue  sources.  Reports  di¬ 
rectly  to  the  publisher. 

Leadership  and  excellent  communication 
skills  are  required  as  you  train,  motivate 
and  develop  your  staff.  You’ll  have  a  growing 
New  Media  department  to  create  online 
revenue  opportunities  and  receive  strong 
marketing  support. 

You’ll  have  career  growth  potential  as  well. 
SGVNG  is  part  of  the  Los  Angeles  Newspaper 
Group  which  operates  other 
newspapers  in  Southern  California,  has  a 
Majors  and  National  sales  team,  and  is  part 
of  MediaNews  Group. 

We  offer  a  competitive  compensation  pro¬ 
gram  and  excellent  benefits  package  includ¬ 
ing  a  401(k)  plan,  etc.  Send  your  cover  letter 
and  resume  to: 

FAX:  626-337-0514 
E-mail:  andy.hernandez@sgvn.com 
Andy  Hernandez-Human  Resources 
San  Gabriel  Valley  Newspaper  Group 
1210  N.  Azusa  Canyon  Rd., 

West  Covina,  CA  91790 
EQUAL  OPPORTUNITY  EMPLOYER 

Digital  Media  Classifieds  is  seeking  two 
National  Market  Development  Managers,  lo¬ 
cated  in  Denver,  CO  and  Columbia,  SC.  Since 
1997  we  have  established  working  rela¬ 
tionships  with  many  major  newspaper  pub¬ 
lishing  companies.  We  offer  14  television 
and  streaming  video  products  that  have 
proven  to  be  highly  profitable  for  our 
clients.  Responsibilities  for  this  position 
are: 

•  Presenting  business  plans 

•  Implementing  product  launches 

•  Training  Sales  Representatives 
Requirements  for  this  position  include: 
•Working  knowledge  of  major  classifieds 

verticals 

•  Knowledge  about  Marketing,  Systems,  In¬ 
ternet,  and  Advertising  departments 

•  Communication/Presentation  Skills 

•  Experience  in  training  representatives 

•  Ability  to  hire  and  manage  a  staff 

•  Experience  with  budgets 

•  Travel  20  to  24  weeks  (no  weekends) 
Salary/bonus  plan  depend  on  experience. 
We  offer  medical,  dental,  vision,  401(k), 
and  travel  club  memberships.  Please  E-mail 
resume  and  salary  history  to  A.  Shealy: 
administration@digitalmediaclassifieds.com 


Call  us  about  our 
low  contract  rates! 

(888)  825-9149 


www.editorandpublisher.com 
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«  ADVERTISING 

CIRCULATION 

CIRCULATION 

EDITORIAL 

!  EXECUTIVE  ADVERTISING  DIRECTOR 

CIRCULATION  MANAGER 

CIRCULATION  SALES  MANAGER 

ASSIGNING  EDITOR 

The  News-Times,  a  33,000  circulation  daily 
in  Danbury,  CT,  is  restructuring  its  advertising 
department  and  is  searching  for  an  Executive 
Advertising  Director  to  manage  our 
classified,  retail  and  new  business  develop¬ 
ment  staff  of  approximately  31  employees. 
Ideal  candidates  will  need  extensive  adver¬ 
tising  management  experience  coupled  with 
excellent  analytic,  problem  solving  and 
process  management  skills.  Send  resume 
to;  carconti@newstlmes.com. 

_ CIRCULATION _ 

CIRCULATION  DIRECTOR 
Medium  sized  Northeast  daily  and  Sunday 
searching  for  a  person  to  manage  its  circu¬ 
lation  department  and  grow  circulation  in 
the  communities  we  serve.  Must  be  an  ex¬ 
cellent  manager,  innovator  and  have  strong 
people  skills.  Ideal  position  for  well-rounded 
circulator  at  a  small  daily  interested  in  pro¬ 
fessional  growth.  Please  send  resume  to: 

Box  3024,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


CIRCULATION  MANAGER 
Manage  a  hand  and  automated  inserting 
system  with  expertise  on  Kirk-Rudy 
inserters  and  mail  delivery  system  for  NY 
Tri-State  Shopper.  Contact  Larry  Ross: 

(914)  592-5222  Fax  (914)  592-3646 


LOOKING  for  that  next  career  move?  Go  to 
The  Ogden  Newspapers,  Inc.  web  site  at: 
www.ogdennews.com/opportunities 

CIRCULATION  DIRECTOR 
A  unique  opportunity  for  the  right  candidate. 
The  Daily  Breeze,  a  Copley  newspaper,  is  a 
daily  publication  based  in  Torrance,  CA  with 
daily  circulation  of  77,000,  serving  the  14 
communities  that  make  up  the  South  Bay. 
This  key  opening  will  be  responsible  for  sell¬ 
ing,  retention  and  customer  service. 
Responsibilities  include  the  direction  and 
strategic  oversight  of  the  department,  in¬ 
cluding  telemarketing  sales,  door-to-door 
and  kiosk  sales,  marketing  and  promotions, 
NIE,  single  copy  sales,  budgeting,  forecast¬ 
ing,  customer  retention  and  community  rela¬ 
tions. 

You  should  have  significant  experience  with 
a  mid-size  daily.  College  degree  is 
preferred.  This  new  leader  should  have  a 
proven  and  successful  track  record  in  direc¬ 
ting  a  sales  team  in  competitive  situations. 
He  or  she  is  likely  to  be  a  high-energy  director 
with  a  vision  for  growth  and  a  creative 
side  that  motivates  staff. 

Strong  communicator  capable  of  directing 
new  database  management  techniques  to 
secure  our  best  new  customers.  PC 
literacy,  excellent  skills  in  MS  Excel  and 
Word  and  familiarity  with  the  Web  required. 
Experience  with  circulation  computer  sys¬ 
tems  and  a  valid  driver  license  required. 

You  will  join  a  company  with  an  outstanding 
reputation  and  excellent  benefits.  Qualified 
applicants  should  fax  their  resume, 
including  cover  letter  and  salary  history,  to 
Human  Resources  at:  (310)  540-9455; 

E-mail  to:  jobs@dailybreeze.com  or  mail  to: 

Daily  Breeze 
Attn:  Human  Resources 
5215  Torrance  Blvd. 

Torrance,  CA  90503 


The  Norwich  Bulletin,  a  Gannett  newspaper 
in  eastern  Connecticut,  is  seeking  a 
qualified  individual  to  provide  outstanding 
customer  service  and  circulation  growth. 
This  position  reports  to  the  Circulation  Di¬ 
rector,  and  is  responsible  for  developing 
and  implementing  strategies  to  effectively 
manage  the  subscriber  database,  achieve 
sales,  service,  collections,  volume  and  ex¬ 
pense  goals,  promote  single  copy  growth 
initiatives;  and  develop  our  nonsubscriber 
program. 

Five  or  more  years  of  successful  experi¬ 
ence  in  circulation  operations  management, 
strong  communication  and  organizational 
skills  and  a  degree  in  business  or  related 
field  are  required.  This  position  includes  a 
competitive  salary,  bonuses  and  excellent 
benefits.  To  apply,  send/fax  your  resume 
to:  Human  Resources,  Norwich  Bulletin,  66 
Franklin  Street,  Norwich,  CT  06360,  fax 
(860)  885-1312  or  E-mail  to: 

jobs@norwichbulletin.com 

SUB^RlpfiON  AC^iflON’CONTRACTOR 
Tribune  Newspapers  in  suburban  Phoenix  is 
currently  seeking  a  door-to-door 
subscription  acquisition  contractor  to  assist 
circulation  growth  in  one  of  the  fastest 
growing  metro  areas  in  the  U.S.  The  ideal 
candidate  will  have  a  proven  track  record 
and  experience  starting  operations  of 
door-to-door  sales  teams.  Please  contact 
Todd  Halvorsen  at  (480)  898-6326  for 
more  information. 

CI^L^IONTaLES  MANAGER 
An  Upstate  New  York,  independent  newspa¬ 
per  is  looking  for  a  highly  motivated,  results 
oriented  Circulation  Sales  Manager  to  over¬ 
see  all  sales  aspects  of  the  paper. 

This  individual  will  report  to  the  Circulation 
Manager,  and  will  be  responsible  for  growing 
readership  and  developing  sales  plans 
to  build  home  delivery  and  single  copy 
sales,  as  well  as  develop  sales  strategies 
for  special  promotions,  and  retention  pro¬ 
grams. 

The  ideal  candidate  will  have  management 
experience  in  the  newspaper  business,  and 
have  demonstrated  a  track  record  of  success 
in  growing  circulation.  The  company 
offers  a  pension,  401(k)  and  benefit  package. 
Submit  resume  and  salary  requirements  to: 

Box  3041,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


I  HOME  DELIVERY  MANAGER 

The  Sun,  a  30,000-r  Scripps  Howard  daily 
in  the  beautiful  Pacific  Northwest  is  looking 
for  a  dynamic  individual  to  head  up  the 
home  delivery  operations.  This  is  a  top  po¬ 
sition  in  the  30-member  circulation  depart¬ 
ment  with  150-t-  contractors.  An  ideal  candi¬ 
date  would  be  a  current  circulation  #1  or 
#2  at  a  smaller  paper  or  a  star  district  man¬ 
ager  with  a  proven  track  record.  If  you  have 
an  absolute  commitment  to  customer  serv¬ 
ice,  the  ability  to  work  in  a  team 
atmosphere  and  strong  sales  background, 
we  want  to  talk  to  you.  For  consideration, 
please  mail,  FAX  or  E-mail  your  resume  to: 
Circulation  Director,  The  Sun  Newspaper, 
P.O.  Box  259,  Bremerton,  WA  98337. 
sunhr@thesunlink.com 
The  Sun  is  an  Equal  Opportunity  and 
Drug-Free  Employer. 


We  are  looking  for  a  smart,  aggressive,  in¬ 
dustrious  sales  manager  to  take  over  su¬ 
pervision  of  all  of  our  sales  channels,  includ¬ 
ing  telemarketing,  retention,  direct  mail,  In¬ 
ternet  and  direct  sales.  Successful  applicants 
will  have  a  college  degree  (preferably 
higher)  and  have  solid  experience  in  sales 
i  and  consumer  marketing.  They  will  have  ex¬ 
tensive  computer  knowledge  of  Microsoft 
products,  particularly  Excel.  Working 
directly  with  our  Customer  Information  Sys¬ 
tems,  Customer  Service,  Home  Delivery, 
Single  Copy  and  Marketing  departments, 
the  sales  manager  helps  to  construct  and 
execute  short-term  sales  promotions, 
j  pricing  strategies  and  long-term  objectives. 
Successful  applicants  will  have  a  strong 
knowledge  of  the  product,  the  information 
I  marketplace  and  media  competitors.  They 
I  will  show  initiative,  and  will  operate  at  a 
high  professional  level  without  a  lot  of  su¬ 
pervision.  Successful  applicants  will  be  or¬ 
ganized,  flexible,  highly  motivated,  perform 
well  under  pressure,  and  have  good  inter¬ 
personal  skills.  Please  send  a  resume  and 
I  cover  letter  to  Consumer  Marketing  Manager 
j  David  Adams  via  E-mail  at: 

dadams@thebeaconjournal.com 
i  Or  via  regular  mail: 

1  David  Adams,  Circulation  Department 
I  Akron  Beacon  Journal 

I  44  E.  Exchange  Street,  Akron,  OH  44309 


REGIONAL  CIRCULATION  MANAGER 
The  Omaha  World-Herald  has  an  opening  for 
a  Regional  Circulation  Manager.  This  position 
is  responsible  for  all  sales,  customer 
service  functions,  and  management  of  day 
to  day  operations  in  Lincoln  and  Southeast 
Nebraska.  Interested  individuals  must  be 
able  to  work  independently,  possess  the 
ability  to  motivate  a  staff  in  growing  circula¬ 
tion  and  provide  excellent  customer 
service.  A  degree  in  marketing  or  manage¬ 
ment  is  preferred,  two  years  previous  circu¬ 
lation  experience  a  must,  and  a  valid 
driver’s  license  and  proof  of  insurance  is  re¬ 
quired.  This  is  a  salaried  position  with  full 
benefits. 

To  apply,  please  send  resume  to  the 
Omaha  World-Herald,  Attn:  Donna  Buscher, 
Personnel,  World-Herald  Square,  Omaha  NE 
68102;  FAX;  (402)444-1211  or  E-mail: 
dbuscher@owh.com 


STATE  ZONE  MANAGER 
A  150,000  daily  and  250,000  Sunday  Gan¬ 
nett  newspaper  located  in  the  Midwest  is 
searching  for  an  ambitious  and  effective 
zone  manager.  Candidates  with  2-3  years 
circulation  experience,  or  equivalent  man¬ 
agement  skills  are  invited  to  apply.  A  strong 
work  ethic  and  desire  to  succeed  are  the 
qualities  most  desired.  We  offer  excellent 
compensation  along  with  commission  and 
benefit  package,  including  medical,  dental, 
life  insurance,  retirement,  401(k)  and  great 
growth  opportunities;  all  in  a  very 
affordable  location.  Employment  is  contin¬ 
gent  on  passing  a  pre-employment,  post  offer 
drug  test.  Fax  resume  with  salary  history  to 
Tony  Ippolito  at  (515)  286-2547  or 
E-mail  to  tippolito@dmreg.com. 
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A  newsroom  restructuring  has  created  an 
exciting  new  position  at  one  of  America’s 
best  mid-size  dailies.  The  Lexington  Herald- 
Leader  is  looking  for  an  experienced,  ag¬ 
gressive  and  versatile  assigning  editor  to 
serve  as  the  Story  of  the  Day  team  editor. 
The  editor  will  coach,  edit  and  manage  a 
team  of  reporters  from  across  the  news¬ 
room  responsible  for  major  breaking  news 
and  enterprise,  with  the  primary  goal  of  de¬ 
veloping  stories  for  the  front  page  of  the 
newspaper.  Send  a  resume,  reference  list, 
coverage  samples  and  a  cover  letter  sum¬ 
marizing  your  editing  style  to  Liz  Petros,  Re¬ 
cruitment  and  Development  Editor,  Lexington 
Herald-Leader,  100  Midland  Avenue, 
Lexington,  KY  40508. 

E-mail:  lpetros@herald-leader.com 

CITY  EDITOR  needed  for  17,000  AM  daily. 
(Current  c.e.  taking  new  role.)  Ideal  candidate 
will  have  daily  newsroom  experience, 
ability  to  connect  with  community,  and  will 
be  ready  to  lead  seven-person  news  team. 
Responsibilities  include  coaching/editing  ex¬ 
perienced  and  rookie  reporters,  occasional 
reporting  and  editorial  writing,  personnel 
evaluations,  etc.  Cover  letter  (including  sal¬ 
ary  history),  resume,  references,  clips:  Steve 
Miller,  managing  editor,  Idaho  State  Journal, 
P.O.  Box  431,  Pocatello,  ID  83204; 

E-mail  smiller@journalnet.com 

Applications  through  Sept.  30th. 

ASSISTANT  PRESS  DEPARTMENT 
MANAGER 

The  Press  Democrat,  a  New  York  Time 
Company  newspaper  in  Santa  Rosa  Califor¬ 
nia,  has  an  opening  for  Press  Department 
Assistant  Manager.  This  individual  would  re¬ 
port  to  the  Press  Department  Manager  and 
assist  in  all  facets  of  the  operation  to  meet 
department  goals,  including  but  not  limited 
to,  managing  staff  and  work  processes, 
training  and  evaluating,  coordinating  with 
supporting  departments,  preparing  reports, 
ordering  department  materials  and 
supplies,  and  managing  various  pressroom 
projects. 

Qualifications: 

The  qualified  candidate  should  possess  the 
skills  necessary  to  carry  out  the  responsibil¬ 
ities  listed  above;  have  offset  press  operating 
experience;  have  strong  mechanical  and 
maintenance  background;  should  be  com¬ 
puter  literate;  have  excellent  organizational, 
verbal  and  writing  skills;  have  at  least  three 
years  of  pressroom  supervisory  experience 
in  high  quality  deadline  oriented  environment. 
We  offer  a  competitive  salary  and  an  excel¬ 
lent  benefits  package.  Qualified  applicants 
should  forward  a  resume  and  salary  history 
by  fax  or  E-mail  to:  Press  Department  Man¬ 
ager  FAX:(707)  521-5365.  E-mail: 
jmoore@pressdemocrat.com 


GENERAL  ASSIGNMENT  REPORTER 
The  Herald-Palladium  in  St.  Joseph, 
Michigan  is  looking  for  an  aggressive  re¬ 
porter.  St.  Joseph  is  located  on  the  sandy 
shores  of  Lake  Michigan,  just  90  miles  from 
Chicago.  Send  resume  and  writing  samples 
to  Dave  Brown,  managing  editor.  The  Her¬ 
ald-Palladium,  P.O.  Box  128,  3450  Hollywood 
Road,  St.  Joseph,  Ml  49085. 

Fax:  (616)  4294398 
E-mail:  dbrown@heraldpalladium.com 

www.editorandpublisher.com 


t 


T 


r 


Phone:1-888-825-9149  -  CLASSIFIED  AOVEDTISING  ~  Fax :  (646)  654-5312 

MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


-HELP  WANTED- 


1  EDITORIAL  1 

EDITORIAL 

EDITORIAL 

EDITORIAL 

1  ASSISTANT  NEWS  EDITORS:  Will  make 

EXECUTIVE  EDITOR 

;  INVESTIGATIVE  REPORTER 

1  RAIL  WRITER:  Will  write  5  or  6  zoned  rails 

story  play  decisions  and  lay  out  daily  news 
sections.  Must  also  complete  the 
production  process  by  fitting  stories  and 
typesetting  pages.  Will  most  likely  work  on 
newly  created  zoned  local  news  sections, 
but  must  be  flexible.  Many  assistant  news 
editors  work  on  more  than  one  section  and 
till  in  where  needed.  The  news  desk  handles 
the  layout  of  all  sections  of  the  newspaper. 
Assistant  news  editors  are  expected  to 
work  closely  with  the  backfield,  copy  desk, 
photo  and  graphics  in  pulling  together  the 
daily  news  report.  They  make  suggestions 
for  improving  stories  and  headlines.  They 
also  request  missing  art  elements  and  sug¬ 
gest  breakout  material  or  other  entry  points 
into  a  story.  Candidates  must  have 
excellent  news  judgment,  know  Hermes  lay¬ 
out  and  meet  strict  deadlines.  Contact  Karen 
Funfgeld  at:  kfunfgeld@phillynews.com. 

ASSISTANT  TO  THE  EDITOR 
We  have  an  immediate  opening  to  assist 
the  Editor  of  The  Hollywood  Reporter.  This 
position  is  crucial  to  the  overall  management 
of  the  department.  Responsibilities  include 
handling  all  budgeting  and  expense 
reports,  coordinating  editor’s  meetings, 
travel  and  event  coverage  through  interaction 
with  publicists  and  outside  vendors. 
Must  be  organized,  able  to  multi-task  and 
work  in  a  fast-paced  environment.  Excellent 
communication  skills  required.  Knowledge 
of  Microsoft  Word  and  Excel  a  must!  A  college 
degree  with  at  least  3  years 
experience  in  an  administrative  environment 
with  some  knowledge  of  a  daily  publication. 
Send  resumes  to:  VNU  Human  Resources 
5055  Wilshire  Blvd.  Suite  600  Los  Angeles, 
CA  90036  or  FAX  to:  (323)  525-221 1 

EDITORS:  If  you  responded  to  an  ad  in 
March/April  editions  seeking  an  executive 
editor  at  The  Daily  Herald  in  Provo,  Utah, 
please  contact  attorney  Jeri  L.  Allphin  at: 

(801)  3734912. 

Strict  confidentiality  maintained 

HEALTH  EDITOR 

The  Seattle  Times  seeks  an  assigning 
editor  to  help  develop  a  newly  formed 
Health/Aging  Team.  Editor  will  help  create 
the  vision  as  well  as  execute  it;  he  or  she 
must  have  a  strong  news  sense,  a  consum¬ 
er-oriented  focus  and  the  ability  to  oversee 
daily  news  and  long-term  projects.  Respon¬ 
sible  for  a  five-reporter  team  that  writes 
across  departments  for  both  news  and  fea¬ 
ture  sections.  Health  editor  also  plans  and 
coordinates  weekly  health  pages  and  must 
be  able  to  work  collaboratively  across  de¬ 
partment  lines  with  Business  News,  seat- 
tletimes.com,  features  and  other  sections. 
To  apply,  send  resume,  cover  letter  and 
clips  to  Patricia  Foote,  AME/Hiring  &  Staff 
Development,  P.O.  Box  70,  Seattle,  WA 
98111. 

The  Cape  Cod  Times  (50,000  daily,  60,000 
Sunday)  is  seeking  a  seasoned  COI^Y  EDITOR 
for  our  night  news  desk.  The  successful  can¬ 
didate  will  be  an  accomplished  headline  writer 
and  agile  wordsmith.  We’re  seeking  someone 
with  proven  news  judgment 
and  five  years  daily  experience.  Please 
send  work  samples,  copies  of  your  current 
newspaper,  resume  and  cover  letter  to: 

Craig  Scott,  Night  Editor,  Cape  Cod  Times 
319  Main  Street,  Hyannis,  MA  02601 

www.editorandpublisher.com 


;  The  Huron  Daily  Plainsman,  a  6-day,  8,000 
I  circulation  newspaper  in  Huron,  South  Dako- 
;  ta,  is  seeking  an  experienced  and  dynamic 
i  editor  to  take  its  newsroom  to  new  heights, 
j  Candidate  must  have  previous  managing, 

I  writing,  editing  and  layout  experience  and 
understand  the  importance  of  local  content 
in  small-town  community  newspapers!  Ben¬ 
efits  included.  Pay  up  to  $32K.  DOE.  Send 
work  history  and  clips  to  Stacey  Creecy, 
P.O.  Box  1278,  Huron,  SD  57350  or  E-mail: 

SNCemail@aol.com  or  call : 

(800)  859-3045  ext.  429 


MANAGE  THE  BEST 

I  New  Times,  the  nation’s  largest  publisher  of 
I  alternative  newsweeklies,  is  looking  for  ex- 
!  perienced  and  dynamic  editors  to  manage 
!  its  papers  in  Ft.  Lauderdale,  Kansas  City, 
Cleveland,  San  Francisco  and  Phoenix. 
We’re  searching  for  candidates  who  have  a 
I  fine  touch  with  copy,  a  firm  grasp  of  maga- 
!  zine-style  journalism,  and  the  confidence  to 
work  comfortably  with  a  staff  of  award-winn¬ 
ing  journalists.  Applicants  must  have  excel¬ 
lent  news  judgment  and  solid  management 
skills.  The  managing  editor  will  supervise 
the  day-to-day  operations  of  the  editorial  de- 
i  partment  and  help  staff  writers  produce 
I  quality  news  and  feature  stories.  Exceptional 
!  writing  and  editing  skills  are  essential; 
!  the  interview  process  will  include  an  extensive 
i  editing  test.  New  Times  offers  competitive 
!  salaries  and  benefits.  Qualified  candidates 
!  should  send  a  cover  letter,  a  resume 
i  and  clips  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times 

P.O.  Box  5970,  Denver,  CO  80217 


MANAGING  EDITOR 

National  trade  magazine  seeks  a  highly  or¬ 
ganized,  detail/deadline-driven  managing 
editor  to  coordinate  production  of  graphics- 
technology  magazine  and  website.  Ideal 
candidate  will  have  a  journalism  degree  and 
at  least  5  years  of  relevant  experience. 
Please  send  resume  to: 

ST  Media  Group  International 
407  Gilbert  Avenue,  Cincinnati,  OH  45202 
Attn:  Human  Resources 
Or  E-mail  deedee.davis@stmediagroup.com 

MANAGING  EDITOR 

The  Las  Vegas  Weekly,  southern  Nevada’s 
alternative  voice,  with  a  focus  on  arts,  en¬ 
tertainment,  and  culture,  is  seeking  a 
strong  leader  to  manage  the  daily  activities 
of  the  newspaper.  Ideal  candidate  must 
have  a  proven  track  record  in  managing 
staff  and  developing  editorial  direction. 
Successful  candidate  will  have  strong  editing 
ability,  good  background  in  features, 
dining,  film  and  music  coverage. 

Must  be  proficient  in  QuarkXPress.  We  offer 
a  competitive  salary  pkg.  with  excellent 
benefits.  Interested  candidates  should  sub¬ 
mit  resume,  cover  letter,  clips  and  salary 
requirements  to: 

Greenspun  Media  Group 
Attn:  Human  Resources 
2290  Corporate  Circle  Dr.,  Ste.  250 
Henderson,  NV  89074 
Fax:  (702)  990-2593 
fredia.rice@vegas.com 


,  The  Zanesville  (Ohio)  Times  Recorder,  a  o'!  ^or  the  daily  paper.  Must  be  knowl- 
!  22,000-circulation  award-winning  newspa-  edgeable  about,  and  interested  in,  all  sec- 

per  situated  in  the  Appalachian  foothills,  is  of  the  newspaper:  national/foreign 

searching  for  an  investigative/government  ^  sports,  features,  food 

reporter.  The  position  requires  a  reporter  business.  Will  need  to  read  as  many  as 

who  is  thorough  and  accurate,  has  a  reputa-  stories  a  night  and  quickly  summarize 

tion  for  being  a  bulldog  about  a  story  and  is  makes  them  newsworthy  and  compel- 

I  a  passionate  wordsmith.  The  Times  Record-  Ideally,  the  rail  should  inform  and 

er,  an  Equal  Opportunity  Employer,  is  part  entice.  Should  also  have  a  sense  of  what 

'  of  the  Newspaper  Network  of  Central  Ohio,  kinds  of  photos  and  graphics  can  work  in  a 

a  Gannett  group.  Send  resume,  clips  and  i  small  space.  Will  need  to  take  the  initiative 
references  to  City  Editor  Tom  Perry,  c/o  !  to  editors  in  all  departments  about 

The  Times  Recorder,  34  S.  Fourth  Street,  "tiat  their  reporters  and  columnists  are  do- 

Zanesville,  OH  43701.  All  applications  must  ''’8-  Candidates  must  be  able  to  navigate 

be  received  no  later  than  September  13.  Hermes,  adjust  quickly  when  things  change 

_  and  meet  strict  deadlines.  Contact  Karen 

HEALTH  REPORTER  Funfgeld  at:  kfunfgeld@phillynews.com. 

The  Seattle  Times  seeks  an  aggressive,  --  - 

i  versatile  beat  reporter  to  cover  health  and  .  REPORTER 

i  medical  issues.  This  reporter  needs  the  ^  leading  entertainment  and  media-trade 

I  skills  to  stay  on  top  of  a  far-flung  beat,  publication  has  an  immediate  opening  for  a 

'  break  news,  generate  Page  1  enterprise.  Reporter  to  cover  the  cable  TV  industry  in 

;  write  features  and  explain  how  complicated  EMew  York  City.  You  must  have  the  ability  to 

;  trends  in  health  issues  -  such  as  declining  work  in  a  fast-paced  deadline  driven  envi- 

Medicaid  payments  to  doctors  -  affect  real  ronment.  The  ideal  candidate  will  have  at 

people.  This  person  also  needs  the  versatility  3  years  of  reporting  experience,  pref- 

to  produce  consumer-focused  articles  for  erably  with  daily  publication.  Knowledge  of 
the  Health  Page.  Ability  to  work  as  part  of  TV  strongly  preferred.  Email  resumes  as 
the  health/aging  team  is  a  must.  document  attachments  immediately 

Candidates  should  have  five  years  of  i  fo:  entertainrecruit@vnubuspubs.com.  In  ad- 
metro-daily  experience.  To  apply,  send  re-  j  dition,  mail  clippings  with  a  hard  copy  of 
sume,  cover  letter,  clips,  story  ideas  and  a  your  resume  to:  VNU  Business  Publications, 

I  brief  description  of  your  approach  to  the  T70  Broadway,  HR.  Dept  DS,  6th 
beat  to  Patricia  Foote,  AME/Tliring  &  Staff  NY,  NY  10003. 

Development,  The  Seattle  Times,  P.O.  Box  -  - 

’  70,  Seattle,  WA  981 1 1 .  REPORTER 

’  National  General  Excellence  award-winning 

MANAGING  EDITOR  oews  team  with  track  record  for  enterprise 

The  Valley  Courier,  a  5,500  circulation,  reporting  seeks  new  talent  for  daily  in 

;  5-day  AM  newspaper  in  Alamosa,  Colorado,  fastest  growing  area  of  Los  Angeles 

is  seeking  an  experienced  editor  to  lead  its  County.  Must  be  a  generalist  who  can  cover 
.  newsroom.  Candidate  must  possess  superior  police,  courts,  community,  and  turn  a  decent 

leadership,  writing,  editing  and  layout  feature.  Two  years  daily  experience 

:  skills  and  understand  the  importance  of  local  preferred.  Journalism  degree  or  equivalent 

'  content  in  community  newspapers!  Benefits  experience.  Will  interview  promising  new- 
;  included.  Growth  opportunities.  Pay  up  comers.  Contact:  Personnel,  Antelope  Valley 
to  $35K  DOE.  Please  send  work  history  and  Press,  P.O.  Box  4050,  Palmdale,  CA 
'  clips  to:  Stacey  Creecy  at:  935904050. 

SNCemail@aol.com.  - 

P.O.  Box  1 278,  Huron,  SD  57350.  REPORTERS  and  COPY  EDITORS 

FAX:  (605)  353-7436  or  call:  We  asked  our  staff  why  you  should  work  at 

;  (800)  859-3045  ext.  429  the  News  &  Record,  a  100,000-circulation 

!  -  daily  in  Greensboro,  NC.  They  said: 

-ru  n  EDITOR  3  g^g3j  5(3(j|g  Qf  storytellers 

‘  Inn  Inn  Tnbune,  an  award-winning  3^g  ^^ujing  (q  share  their  tricks.  They 

\  10(1, 000-circulation  daily  in  Mesa,  Ariz.,  IS  ,  jieJpedmerefinemycraft.’'-KerryHall,win- 
seeking  a  metro  editor  to  lead  our  daily  j  per  of  the  2002  National  Press  Club  award 
news  coverage  efforts.  We  re  looking  for  a  excellence  in  geriatric  writing, 
seasoned  journalist  and  a  creative  manager  x,  *  * 

who  can  direct  a  team  of  five  assistant  edi-  company  offers  the  most  extensive 

:  tors  and  more  than  30  reporters.  You’ll  do  „  PcofessionaL 

i  alll  this  in  the  beautiful,  fast-growing  and  development  opportunities  Ive  ever  heard 

!  highly  competitive  East  Valley,  about  30  -  Lydian  Bernhardt,  travel  editor, 

i  minutes  from  Phoenix.  Should  have  at  least  If  you  like  what  you  hear  and  have  at  least 
;  10  years  of  journalism  experience,  and  at  two  years  of  experience,  please  send  a  letter, 

I  least  three  years  of  management  experience.  resume  and  work  samples  that  demonstrate 
i  Send  a  letter,  resume  and  work  samples  to  creativity,  initiative  and  news  judgment  to 
,  Pat  Rice,  Managing  Editor,  East  Valley  Tri-  Sheby  Luck  Newton,  Recruitment 
!  bune,  120  W.  1st  Ave.,  Mesa,  AZ  Coordinator,  News  &  Record,  P.O.  Box 
I  85210.  20848,  Greensboro,  NC  27420. 

i  REPORTER  -  Connecticut  daily  seeks  bureau  Small  daily  newspaper  seeks  energetic 
^  reporter  with  daily  newspaper  experience,  j  SPORTS  WRITER,  local  coverage  emphasis. 
Opportunity  to  cover  breaking  news  and  de-  high  school  and  community  youth  sports- 
velop  enterprise  stories.  Send  resume  and  baseball,  basketball,  soccer,  wrestling,  vol- 
clips  to  Managing  Editor,  Republican  Amen-  leyball  etc.  Writing  and  page  layout, 
can,  389  Meadow  Street,  Waterbury,  CT  Benefits.  Contact  Tena  Williams,  501  Dock 
06722orE-mailrveillette@rep-am.com.  I  St.,  Ketchikan,  Alaska  99901,  (907) 
Equal  Opportunity  Employer  225-3157,  or  E-mail:  tenaw@aptalaska.net 
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-HELP  WANTED- 


-POSITIONS  WANTED- 


EDITORIAL 


REPORTERS 

One  of  America's  best  mid-size  dailies  has 
restructured  its  newsroom  to  get  even  better. 
The  Lexington  Herald-Leader  is  looking 
for  energetic,  accountability-minded  report¬ 
ers  with  a  strong  record  of  breaking  news, 
digging  deep  and  story  telling.  Immediate 
openings  are  for  the  jobs  of  political  writer. 
Central  Kentucky  reporter  and  night  cops 
reporter.  Send  a  resume,  reference  list  and 
several  work  samples  to  Liz  Petros,  Re¬ 
cruitment  and  Development  Editor,  Lexington 
Herald-Leader,  100  Midland  Avenue, 
Lexington,  KY  40508. 

E-mail:  lpetros@herald-leader.com 

SPORTS  REPORTER  II 

The  Town  Talk,  a  40,000  Gannett  daily  in 
central  Louisiana,  has  an  immediate 
opening  for  its  high  school  writer.  While  the 
primary  focus  is  on  high  schools,  there  will 
be  opportunities  to  cover  more  than  just 
preps.  We  do  put  an  emphasis  on  girls  cov¬ 
erage  as  we  are  home  to  some  of  the  top 
basketball  and  softball  programs  in  the 
state.  1-3  years  experience  required.  Send 
cover  letter,  resume  and  work  samples  to 
Human  Resources,  The  Town  Talk,  P.O.  Box 
7558,  Alexandria,  LA  71306  or  E-mail  to: 
personnel@thetowntalk.com 

SUBURBAN  EDITOR  &  LIFESTYLE  EDITOR 
Suburban  Editor:  The  Press-Enterprise,  a 
180,000-circulation  daily  serving  Inland 
Southern  California,  is  seeking  a  creative 
and  organized  editor  to  join  its  Metro  Desk. 
The  suburban  editor  oversees  four 
assistant  metro  editors  responsible  for  five 
local  zoned  editions  in  Riverside  County. 
The  suburban  editor,  who  also  supervises  a 
team  of  reporters  based  in  Riverside,  works 
with  the  bureau  editors  to  ensure  they  and 
their  staffs  are  spotting  trend  stories  and 
enterprise  opportunities  that  lead  to  all-zone 
or  Al  regional  stories.  This  editor  reports 
to  the  metro  editor  and  must  have  strong 
news  judgment,  line-editing  talent,  people 
skills  and  team-building  abilities.  Experience 
running  a  bureau  and  working  as  an  assign¬ 
ment  editor  required. 

Lifestyle  Editor:  The  newspaper  also  has  an 
opportunity  for  an  innovative  editor  with  a 
solid  background  in  lifestyle  issues  ranging 
from  food  and  entertainment  to  health  and 
travel.  The  lifestyle  editor  is  in  charge  of 
planning  coverage  for  Riverside  and  San 
Bernardino  counties  and  for  working  with 
the  staff  to  develop  larger  trend  pieces. 
Emphasis  is  on  ability  to  coach  reporters; 
coordinate  coverage  with  other  news  de¬ 
partments;  assign  stories/photos/graphics 
as  needed;  edit  copy;  and  assure  quality 
and  quantity  of  content.  Three  to  five  years 
of  experience  as  a  features  editor 
preferred.  Spanish  language  skills 
desirable. 

Apply  to  Ray  Griffith,  Training  Editor,  The 
Press  Enterprise,  3512  14th  St.,  Riverside, 
CA  92501. 

EDITORIAL  ASSISTANT/  NEWS  EDITOR 
FEATURES  WRITER/  COPY  EDITOR 
RESEARCHER/  PHOTOGRAPHER/  PICTURE 
EDITOR/  CRITIC/  MANAGING  EDITOR 
Journalistusa  is  the  online  search  engine 
used  by  publishers  and  editors  to  access 
the  resumes  of  freelance  editorial 
and  production  staff. 
www.)ournalistusa.com 
OR  Call:  (323)  932-7885 


EDITORIAL 


SPORTS  WRITER 

i  Immediate  opening:  Abilene  (TX)  Report- 
I  er-News,  EW  Scripps.  Pay  based  on  experi-  | 
ence  -  range  $24K  up.  Resume  and  clips: 
Human  Resources,  P.O.  Box  30,  Abilene  TX 
79604,  carterr@reporternews.com .  EOE 

STAFF  WRITERS 

i  New  Times,  the  nation’s  largest  publisher  of 
I  alternative  newsweeklies,  has  an  immediate  i 
I  opening  for  an  experienced  writer  at  its  ! 

hard-hitting  paper  in  Houston.  We're  looking  ! 
:  for  someone  who  understands  the  | 

difference  between  magazine-style 
reporting  and  the  hurried  fact-finding  of 
daily  papers.  The  ideal  candidate  will  have  a  ! 
solid  background  in  news  and  be  able  to  : 
create  in-depth,  well-crafted  stories  that  ex- 
!  plore  the  issues,  events  and  personalities 
'  of  their  community.  New  Times  publishes 
I  magazine-style  weekly  newspapers 
!  covering  local  news,  politics,  arts  and  i 

!  music  in  Phoenix,  Denver,  Miami,  Dallas,  | 
I  Houston,  San  Francisco,  Los  Angeles,  Ft. 

I  Lauderdale,  Cleveland,  St.  Louis,  Kansas 
I  City  and  Oakland.  We  offer  competitive  sal- 
-  aries  and  benefits.  Qualified  applicants 
I  should  send  cover  letter,  resume  and  clips: 

Andy  Van  De  Voorde  I 

Executive  Associate  Editor  : 

New  Times 

P.O.  Box  5970,  Denver,  CO  80217 


MAILROOM 


MIAMI  HERALD 
MAILROOM  CREW  CHIEF 
Experienced  insert  machine  operator  j 
needed.  Operate  and  maintain  Heidleberg/  ! 
I  Harris  13  &  14/72  along  with  GMA  lOOOA  ^ 
I  inserters.  4-day/night  weeks,  10-hour 
:  shifts.  Must  have  strong  mechanical  skills. 
Supervisory  experience  a  plus.  Excellent 
benefits  include  401(k)  and  stock  plans. 
Water  sports  capital  of  the  world.  Part  of 
Knight  Ridder.  Call  Jeff  Sauls  (305)  ; 
376-4665  or  fax  resume  to  Job  Code  MR-IV 
;  at  (305)  376-2870. 


-POSITIONS 


ADMINISTRATIVE 


PUBLISHER/GENERAL  MANAGER/  ■ 

SALES  DIRECTOR 

i  Company  falling  asleep?  I  can  put  the  fire 
back  in  the  business.  Seasoned  executive 
j  with  22  years  publishing  and  sales  experi- 
I  ence  in  the  newspaper  and  magazine  indus-  , 
try.  Will  work  as  employee,  consultant  or  ] 
sweat  equity  position.  Call:  (954)  452-3371 
or  E-mail:  sunpub@bellsouth.net  i 


CIRCULATION 


CIRCULATOR:  Experienced,  mature  profes¬ 
sional  seeks  short  or  long  term  opportunity  i 
in  New  York.  Phone/Fax  (631)  588-2735  j 


EDITORIAL 


NEWS  EDITOR/MANAGING  EDITOR-SPANISH 
A  seasoned  pro  with  years  of  experience  in 
some  of  the  most  prestigious  Spanish  Ian-  , 
guage  publications  in  the  US.  Local  and 
world  news  as  well  as  business.  Strong 
managerial  skills  to  top.  Seeks  position  with 
a  solid  publishing  company  going  for  the 
Hispanic  market.  j 

E-mail:  spanjournalist@aol.com 


MARKETING 


DIRECTOR  OF  MARKETING 
Leading  Los  Angeles  based  entertainment 
trade  publication  has  an  immediate  opening 
for  a  Director  of  Marketing  to  manage  all 
marketing,  promotions,  and  publicity.  Es¬ 
sential  job  responsibilities  include  managing 
and  creating  copywriting  materials  and  the 
development  of  sales  and  marketing  collat¬ 
eral  to  support  the  sales  department.  Over¬ 
see  the  development  of  all  house  adver¬ 
tisements,  develop  cross  platform  opportu¬ 
nities  to  expand  the  brand,  and  work 
closely  with  the  circulation  department  to 
develop  sales  initiatives  and  marketing  ef¬ 
forts,  Oversee  all  special  events  as  well  as 
manage  all  budgetary  matters  that  involve 
Sales/Marketing  joint  initiatives.  Supervises 
a  staff  of  seven.  The  ideal  candidate 
will  have  at  least  5  years  working  in  publish¬ 
ing  and  8-10  years  of  related  marketing  ex¬ 
perience.  Must  have  strong  leadership  and 
organizational  skills,  previous  management 
experience  and  be  skilled  in  effectively  de¬ 
signing  and  writing  promotional  and  presen¬ 
tation  materials  for  the  sales  and  manage¬ 
ment  team.  Degree  in  Business  Adminis¬ 
tration,  Marketing  or  related  field  required. 
Please  submit  a  copy  of  your  resume  and  a 
cover  letter  with  salary  requirements  to: 
VNU,  Human  Resources,  5055  Wilshire  Blvd., 
Suite  600,  Los  Angeles,  CA  90036. 


PRODUCT  MANAGEMENT 


DIRECTOR  OF 

ADVERTISING  PRODUCT  MANAGEMENT 
Established  software  company,  seeks  a  Di¬ 
rector  of  Product  Management  with  at  least 
10  years  experience  in  working  with  news¬ 
paper  advertising  solutions.  The  ideal  candi¬ 
date  will  also  have  extensive  experience  in¬ 
stalling,  supporting,  and  preferably  design¬ 
ing,  software  applications. 

Send  cover  letter  and  resume  via  E-mail  to: 
AnnDodds2002@aol.com 
Or  call  1  (877)  298-0227 
for  more  information 


WANTED- 


EDITORIAL 


BUREAU  EDITOR/ 

WRITING  COACH/REPORTER 
If  you  are  looking  for  an  award-winning  editor 
who  is  known  for  his  mentoring  skills 
and  still  enjoys  reporting,  then  you  need  to 
interview  our  candidate.  After  12  years 
with  the  same  company  (including  five  pro¬ 
motions)  the  time  has  come  to  make  use  of 
these  skills.  He  is  a  man  who  enjoys  men¬ 
toring  challenges  rather  than  managing  a 
complete  newsroom.  Pay  no  fee!  His  current 
employer  is  paying  our  fee  to  outplace 
him.  Want  more  information?  Call,  write,  fax 
or  E-mail  GOOD  NEWS  at: 

GOOD  NEWS 

Suite  245  North,  Alpine  Centre 
Bettendorf,  lA  52722 
Phone:  (563)  359-4877 
FAX:  (563)  359-8539 

E-mail:  greene@goodnews-searchfirm.com 

”  “copy  EDITOR/DE SIGNER/PAGINATO^" 
Seeks  position,  lngridrice@bellsouth.net 

(386)  760-9776  www.cecilandingrid.com 

EDITOR/REPORTER  with  12  years  experience 
seeks  news  spot  in  Western  U.S. 

(619)  248-1209 


EDITORIAL 


I  THIS  MAY  INTEREST  YOU 

i  I  feel  a  strong  sense  of  purpose,  a  certainty 
that  I  am  meant  to  do  great  things  in  the  fu¬ 
ture. 

I  aspire  to  newsroom  leadership,  and  I'm 
searching  for  a  new  opportunity  to  learn 
and  grow. 

I’m  especially  interested  in: 

;  •  assignment  editing 

•  investigative  reporting 

•  strategic  planning 
j  •  corporate  training 

I  My  background  includes  more  than  a  decade 
I  with  the  New  York  Times  Regional 
’  Newspaper  Group’s  Sarasota  Herald- 
■  Tribune,  more  than  2  1/2  years  at  Gannett 
I  Westchester  Newspapers  (now  The  Journal 
News),  about  21  months  at  FLORIDA 
TODAY,  a  few  months  as  an  AP  newswoman 
in  Atlanta,  and  some  college  stringer  and  in¬ 
ternship  work  in  Massachusetts.  I’m 
seeking  a  high-impact  role  at  another 
newsroom  or  office  where  enthusiastic  col- 
I  leagues  share  a  commitment  to  integrity,  in- 
!  novation,  excellence  and  continuous 
j  learning. 

;  I’m  a  tenacious  reporter,  and  a  creative 
!  thinker  who  enjoys  the  fine  art  of  writing. 

I  I’ve  been  commended  many  times  for  my 
!  sound  news  judgment,  my  dogged  pursuit 
I  of  significant  stories,  my  readiness  to  shift 
gears  quickly  to  handle  major  breaking 
;  news,  my  collegial  approach  and  my  excellent 
rapport  with  the  public. 

You  may  view  my  resume  and  additional 
background  information,  including  excerpts 
from  my  recent  90-day  and  annual  FLORIDA 
;  TODAY  performance  reviews,  on  my  AOL 
j  home  page  at: 

j  http://hometown.aol.com/patriciawalshl3/ 
resume.html 

I  If  your  newsroom,  corporation  or  organization 
i  has  an  opening  that  appears  to  be  a 
good  match,  please  let  me  know.  Perhaps 
we  can  explore  the  possibilities.  Thank  you. 
Patricia  Walsh  of  Melbourne,  FL. 

PatriciaWalsh  1 3@aol  .com 


Sometimes  our  light  goes  out  but  is 
blown  into  flame  by  another 
human  being.  Each  of  us  owes 
!  deepest  thanks  to  those  who  have 
rekindled  this  light. 

-Albert  Schweitzer 
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Newspaper  Photos  cf  th^  Year 


Enter  EDITOR&tPUBLISHER’S  annual  Newspaper  Photos  of  the  Year 
competition  for  a  chance  to  win  $500. 

A  gallery  of  the  best  feature,  news  and  sports  photos  will  appear  in  our  special  October  28th  issue 
and  will  be  posted  on  editorandpublisher.com  for  a  full  year.  One  photo  will  be  selected  as  Photo  of  the  Year, 
and  the  photographer  will  receive  a  $500  grand  prize.  Winning  entries  and  honorable  mentions  will  also  be  exhibited 
at  the  PHOTO  DISTRICT  NEWS  PHOTO  EXPO,  October  3Ist-November  2nd  in  New  York  City. 
Anticipated  attendance  at  the  expo  is  25.OOO.  You  may  submit  any  photographs  that  have  been  published  in  your 
newspaper  or  on  your  paper’s  web  site  since  October  1st,  2001. 

Please  go  to  www.editorandpublisher.com  for  further  details,  including  the  Call  for  Entries  form. 

~  Exclusive  Media  Sponsor  ~ 

pdn 


‘NEWSDAY'COLlECISTHELOlil 

Newsday,  the  Tribune  Co.  newspaper  in 
Melville,  N.Y.,  has  compiled  an  online 
database  of  those  dead  or  missing  as  a 
result  of  the  Sept.  11  attacks.  Containing 
the  more  than  3,000  names  in  Newsday’ s 
ongoing  “Remembering  the  Lost”  series, 
the  database  is  accessible  at  http://www 
.newsday.coin/9 1 1  memorial. 

The  database  will  be  used  in  9/11 
anniversary  observances  around  the 
country.  A  banner  created  by  the  General 
Services  Administration  in  Kansas  City, 

Mo.,  is  carrying  the  names,  the  Nasdaq 
electronic  billboard  in  New  York’s  Times 
Square  is  displaying  them,  and  the  city  of 
Dedham,  Mass.,  is  having  them  read 
during  a  memorial  ceremony. 

Beth  DeCarbo,  “Long  Island  Life”  editor 
for  Newsday,  has  supervised  the  effort  in 
assembling  the  profiles  of  the  9/1 1  casual¬ 
ties  for  the  print  edition  and  aggregating  the 
database  using  Newsday,  other  Tribune 
newspapers,  and  non-Tribune  papers  such 
as  The  Star-Ledger  in  Newark,  N.J.,  the 
Staten  Island  (N.Y.)  Advance,  and  The 
Journal  News  in  White  Plains,  N.Y.  Though 
the  papers  don’t  compete  head-to-head, 
they’re  not  usually  allies.  “I  think  this  story 
transcended  competitiveness,”  DeCarbo 
said.  “It’s  such  an  enormous  story  ...  the 
best  way  to  do  it  was  to  pool  our  efforts.  All 
the  [other]  papers  had  posted  these  profiles 
on  their  Web  sites,  so  by  asking  for  links, 
they  get  the  traffic  and  the  recognition  for 
the  work  their  staffs  did.” 


Longtime  E&P  Conferences  maven 
Martha  Stoltman  is  handling  marketing 
and  consulting  for  the  Media  Center  at  the 
American  Press  Institute’s  “Convergence: 
The  Tour,”  taking  place  Oct.  1-4  in  the 
Tampa  Bay,  Fla.,  area.  For  registration  info, 
go  to  http://www.americanpressinstitute 
.org/convergence. ...  NYTimes.com  and 
Cars.com  have  “mutually  agreed”  to  end 
their  affiliation,  even  though  the  New  York 
Times  Co.  owns  part  of  Cars.com  parent. 
Classified  Ventures. ...  The  Special 
Libraries  /Vssociation  has  put  together 
a  Web  site  with  a  wide  range  of  9/11 
resource  links:  http://www.ibiblio.org 
/slanews/internet/9 11.  —  Wayne  Robins 


ON  THE  LINE 


SOMEDAY  NEIIDI  COMES 

The  forward  thinkers  who  once  delighted  in  proclaiming  online 
newspapers  as  the  future  seem  mighty  content  with  the  past 


“Most  media  have  stopped  talking  big 
1  talk  and  launching  big  projects  and  are 
I  makingdo,  for  the  most  part,  with  just 
I  slapping  their  print  content  online,”  said 
!  West  Coast  friend. 

j  “Primary-election  coverage  and  Sept.  11 
I  are  the  main  shovelware  concerns,”  said 
East  Coast  friend.  “I  suspect  similar 
financial  pressures  have  other  news  Web 
staffs  demoralized  and  scrambling  to  keep 
i  up  with  copying  the  newspaper.” 

I  Ouch !  I  wasn’t  looking  to  find  anybody 

that  bummed  out.  Copying  the  newspaper 
is  so  1997.  One  hopes  that  regressive 
virus  doesn’t  become  widespread.  I 
am  sure  that  some  companies  — 
Morris  Communications  Corp.,  the 


Online  news  staffs, 
scrambling  just  to 
copy  the  paper,  find 
tomorrow’s  technology  is 
George  Jetson’s  treadmill. 


I  T’S  LESS  THAN  FOUR  MONTHS  FROM 

2003:  Do  you  know  where  your  online 
newspaper  industiy  is? 

I’ve  been  pondering  this  question  ever 
since  —  well,  since  the  day  before  yesterday, 
when  I  found  the  kids  leaving  for  school 
and  myself  somehow  remembering  the 
directions  back  to  the  office.  It’s  been  that 
kind  of  summer,  when  it’s  been  either  too 
hot  to  swim  or  the  beach  has  beached 
whales,  or  it  rained  so  hard  and  long 
everywhere,  except  the  watershed  areas 
where  it  might  have  ended  some  drought. 

In  theory,  this 
would  be  a  good 
time  to  look  ahead. 

Many  in  the 
online-newspaper 
business  have 
spent  the  summer 
looking  ahead  — 
to  Sept.  11.  The 
interactive 

packages  this  week  will  be,  or 
were  (depending  on  when  you’re 
reading  this)  ubiquitous,  eye¬ 
catching,  and  reverent.  I’m  sure. 

Let’s  pretend  it’s  Sept.  12,  or  Oct.  12,  or 
Nov.  12.  And  let’s  assume,  or  at  least  hope, 
we  have  not  been  drafted  to  patrol  the 
streets  of  Baghdad,  capital  of  the  51st  state, 
Exxon  Mobil  USA  (once  known  as  Iraq). 

So  it’s  almost  2003.  Weren’t  our 
newspapers  supposed  to  have  cancelled  all 
those  newsprint  orders  by  now?  Wasn’t 
everybody  supposed  to  be  getting  the  only 
news  they  cared  about  —  the  ever- 
increasing  value  of  their  stock  shares  —  on 
their  cell  phones?  (Though  they’re  innocent 
until  proven  guilty,  it’s  entirely  possible 
that,  someday,  a  few  former  WorldCon 
executives  may  give  new  meaning  to  the 
term  “cell  phone.”) 

I  spoke  with  friends  in  the  online-news 
business,  both  of  them,  who  for  their  own 
reasons  preferred  unattributed  comment.  I 
asked  if  there  was  a  malaise  in  the  business. 
Or  to  put  it  less  sourly  (nobody  likes  a 
“malaise”  mentioner  —  ask  Jimmy  Carter), 
whether  we’ve  hit  the  pause  button. 


McClatchy  Co.,  the  New  York  Times  Co., 

I  and  the  Washington  Post  Co.  —  remain 
1  committed  to  both  innovation  on  and 
!  profits  from  their  sites.  And  companies 
j  large  and  small  with  concentrations  of 
I  newspaper,  TV,  and  online  properties,  such  | 
as  the  Tribune  Co.,  Belo,  and  the  owners  of  I 
I  The  Columbus  (Ohio)  Dispatch,  still  believe  j 
that  convergence,  a  buzzword  from  the  j 

2000-2001  season,  is  the  future.  i 

But  that  will  be  then.  What’s  now  is  no  1 
j  consensus  on  whether  registration,  free  j 

j  access,  or  paid  subscription  is  the  right 
j  business  model.  And  with  the  economy  in  | 
i  distress  and  war  drums  beating,  one  can  i 
i  understand  the  decision  to  turn  off  that  ’ 

i  Webcam  on  Main  Street,  which  no  one  was 
1  watching  anyway. 

Now  that  we’ve  reinvented  the  wheel  and 
I  upgraded  the  chassis,  it  may  be  a  good  time  1 
i  to  tune  up  the  engines  so  our  21st-century  | 
news  jalopies  can  run  when  we  can  once 
1  again  afford  the  fuel.  II  j ! 
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{ continued  from  page  28 }  to  change 

newspapers’  fundamental  business  model. 

Coping  with  consoiidation 

Of  course,  neither  newspapers  nor  their 
trade  association  can  do  much  about  the 
effect  that  cycles  of  major  technology 
developments  has  on  the  industry’s 
response  to  Nexpo.  But  NAA  can  cope 
with  other  influences  on  attendance. 
Perhaps  most  sensibly,  it  is  responding 
to  consolidation  among  vendors  and 
newspapers  by  consolidating  its  show 
and  conferences. 

But  while  certain  technology  trends 
may  govern  attendance  over  the  long 
term,  and  ownership  trends  may  affect 
the  number  of  registrants  year  to  year, 
especially  when  budgets  are  tight,  one 
other  inarguable  if  not  immutable  trend 
goes  unmentioned  by  all  sources:  each 
year,  there  are  fewer  daily  newspapers  to 
send  staffers  to  Nexpo.  Some  close  up 
shop  entirely,  some  reduce  frequency  of 
publication,  and  some  are  evening  papers 
produced  by  much  the  same  staff  that 
puts  out  the  same  owner’s  morning  title. 

Even  some  surviving  newspapers  are 
dead  as  far  as  Nexpo  numbers  are 
concerned.  Consolidation  often  means 
that  centralized  production  of  a  group’s 
clustered  newspapers  reduces  the  number 
of  plants  sending  staff  and  needing 
systems,  supplies,  and  equipment.  The 
same  goes  for  joint-operating-agreement 
newspapers’  shared  facilities. 

Though  vendors,  too,  have  gone  through 
consolidation  —  from  publishing  systems 
and  plates  to  newsprint  and  ink  —  their 
numbers  at  Nexpo  have  held  strong,  as 
newspapers  ceased  depending  on  one  or 
two  prepress  suppliers  each  to  build  in  all 
system  needs;  as  those  needs  increased  in 
a  microcomputing  environment  that 
fostered  third-party  software  and 
peripheral  hardware;  as  more  overseas 
suppliers  tested  the  North  American  mar¬ 
ket;  and  as  prepress  evolved  into  premedia. 

Still,  there  just  aren’t  the  same  number 
of  large  e.xhibitors  there  once  were.  Many 
big  vendors  are  gone;  others  were  merged 
with  or  acquired  by  other  companies. 

Believing  the  weeklong  winter 
conference  had  “cannibalized”  the  summer 
show,  Padilla  views  “consolidation”  of  the 
two  events  as  “a  positive  move”  because 
“tbe  benefits  of  a  SuperConference  and 
Nexpo  can  be  mutually  reinforced.” 

He  says  the  next  step  may  be  technical 
sessions  on  new  issues  requiring  standards 
—  as  was  accomplished  before  with  wire 
transmissions,  inks,  and  newsprint. 


“There’s  not  really  a  good  vehicle  now  for 
the  industry  to  focus  on  those  standards.” 

In  joining  its  two  big  technology  events, 
the  association  anticipates  at  least  some 
overlap  in  the  five-  or  six-day  Super- 
Conference  and  four-day  Nexpo  (both  of 
which  almost  always  convened  somewhere 
in  the  South  or  Southwest).  The  former 
was  created  in  the  mid-1990s  to  combine 
four  meetings  variously  held  every  12  or 
18  months  in  different  cities.  It  looked 
deeper  into  new  technologies  and  over 
the  horizon  at  emerging  technologies. 

Nexpo’s  conference  program,  mean¬ 
while,  seemed  in  decline.  NAA  shortened 
Nexpo  by  a  day.  With  its  early  closing,  the 


fifth.  In  the  hall  housing 
heavy  equipment  at  Newspapers  2000, 
where  Nexpo  was  among  six  overlapping 
conferences  in  San  Francisco,  not  a  single 
newspaper  attendee  could  be  seen  soon 
after  the  lunch  hour. 


Sessions  during  show  time 

Sturm  says  the  combined  events  will  “not 
necessarily”  run  longer  than  the  SuperCon¬ 
ference  (where  many  if  not  most  attended 


Lynn  Banda, 

The  San  Diego  Union-Tribune, 
recipient  of  Best  Buy  Advertising's 
Standing  Ovation  Award. 


Congratulations  to  Lynn  Banda, 

Senior  Account  Manager,  Advertising  Majors  Team 
at  The  San  Diego  Union-Tribune. 

Lynn  was  selected  as  the  first  recipient  of  Best  Buy 
Advertising's  Standing  Ovation  national  award 

for  superior  customer  service.  She  was  chosen  from  over 
500  of  Best  Buy's  newspaper  representatives  nationwide. 


Union*iDribune< 
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object  to  conference 

sessions  during  show  hours  —  something 
tried  this  year  that  he  says  had  always 
worried  him  —  if  it  means  more  attendees. 

But  where  are  attendees:  in  meetings 
listening  to  speakers  or  in  booths  listening 
to  sales  reps?  Few  discount  the  value  of 
volume  in  garnering  unplanned  but 
worthwhile  booth  visits.  It’s  much  of  what 
booth  design  and  the  show  in  general  are 
about,  though  one  exhibitor  calls  size  and 
design  in  a  down  economy  mere  “postur¬ 
ing”  and  “hope  rather  than  anything  else.” 

But  in  the  end,  for  almost  all  exhibitors, 
having  the  right  visitors  matters  more  than 
having  the  most  visitors.  As  Mark  J.  Levin, 
Heidelberg  USA’s  senior  vice  president  for 
web  systems,  puts  it,  “We’re  not  looking 
for  quantity  as  much  as  we  are  quality.” 

What’s  more,  says  Singleton,  vendors 
recognize  that  sessions  cover  the  tech¬ 
nologies  they  sell.  He  says  attendees  “leave 
the  meeting  to  come  across  to  the  booths.” 


Defining  success 

While  NAA  has  trimmed  its  overall  size 
and  the  scope  of  its  technical  undertakings 
over  the  years  (and  also  made  Nexpo  more 
affordable),  the  show  clearly  remains  a 
vital  source  of  its  income.  More  registrants 
mean  more  money. 

Generally,  vendors  and  newspaper 
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Present  and  future  AAEC  chiefs  discuss  state  of  the  profession 


BY  DAVE  ASTOR 


The  outgoing  and  incoming  presidents  of  the 
Association  of  American  Editorial  Cartoonists 
(AAEC)  work  in  Alabama  and  Tennessee,  but  they’re 
trying  to  make  sure  the  profession  doesn’t  “go  south.” 
This  means  they  want  to  counter  trends  such  as  the 
decrease  in  staff  cartoonists  at  daily  papers,  where  some  editors 
and  publishers  seem  to  feel  local  cartoonists  aren’t  worth  having. 
Scott  Stands,  whose  2001-02  term  as  AAEC  president  ends 

Sept.  15,  helped  take  the  AAEC  in  a  I  back,”  said  Stands,  43,  who’s  with  The 

stronger  advocacy  direction.  For  instance,  a  j  Birmingham  (Ala.)  News  and  Copley  News 
letter  was  sent  to  The  Buffalo  (N.Y.)  News  I  Service.  He  added  that  local  cartoons  can 


in  June  criticizing 
the  newspaper  for 
not  replacing  The 
Washington  Post- 
bound  Tom  Toles. 

“Thank  goodness 
Washington  and 
New  Orleans  pulled 
the  trigger,”  said 
Stands,  referring  to 

the  Post  replacing  Bruce  Plante  will  succeed  Scott  Stands. 

Herblock  and  The 

Times-Picayune  hiring  Steve  Kelley  to  ( 

succeed  Walt  Handelsman.  ] 

But  a  number  of  other  papers  —  most  j  ( 

notably  the  CAr’cr^o  TFi&unc,  where  the  job  j  ( 
left  vacant  by  Jeff  MacNelly’s  death  two  !  j 
years  ago  remains  unfilled  —  aren’t  hiring  I  ( 
or  are  hiring  very  slowly.  !  j 

Budget  considerations  are  a  factor. 

Papers  can  buy  syndicated  cartoons  for  as 
little  as  $5  or  $10  a  week  rather  than  pay 
a  full-time  salary.  And  some  editors  and 
publishers  prefer  to  run  a  national  cartoon 
over  a  local  one  that  might  anger  readers, 
advertisers,  and  government  officials. 

But  even  if  some  people  get  aggravated, 
surveys  indicate  visual  commentary  is 
noticed.  “Editorial  cartoons  bring  readers 
into  newspapers  and  keep  them  coming 
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help  “define”  a 
politician  in  the  eyes 
of  the  electorate, 
giving  a  newspaper 
“enormous  power.” 

Stands’  AAEC 
successor  is  Bruce 
Plante,  48,  of  the 
Chattanooga  (Tenn.) 
Times  Free  Press, 
eed  Scott  Stands.  self-syndicates 

his  cartoons  to  80 
other  papers.  During  his  2002-03  term, 
Plante  plans  to  continue  AAEC  advocacy 
efforts  and  also  increase  the  visibility  of 
cartoonists  by  having  them  attend  various 
journalism  conventions.  For  instance, 
cartoonists  will  speak  at  the  National 

et  cetera  . . . 

Getty  Images  News  and  Sport  (http:// 
www.gettyimages.com)  has  launched. 
...  “Dear  Prudence”  advice  columnist 
Margo  Howard  of  Creators  Syndicate  and  the 
Multiple  Myeloma  Research  Foundation 
started  the  Ann  Landers  Research  Fund  to 
fight  the  disease  that  killed  Landers,  Howard's 
mother. ...  “Ask  Alex,”  a  semimonthly  advice 


Conference  of  Editorial  Writers’  Sept.  18-21 
meeting  in  Nashville,  Tenn.  And  Plante 
wants  to  gather  more  data  proving  that 
editorial  cartoons  are  among  the  most-read 
parts  of  newspapers. 

“Readers  want  visual  elements  and  local 
content,”  he  said.  “We  do  both.” 

Plante  has  some  optimism  about  the 
profession.  “The  number  of  full-time  jobs 
is  down  —  partly  because  there  are  fewer 
newspapers  owned  by  fewer  people  —  but 
it’s  not  a  dying  craft.”  He  cited  the  many 
editorial  cartoonists  who  do  work  for 
syndication,  the  Internet,  and  magazines. 

Plante  will  preside  over  the  AAEC’s 
next  convention,  June  18-21  in  Pittsburgh. 
But  he,  Stantis,  and  a  number  of  other 
AAECers  would  like  to  see  the  organization 
meet  in  Washington  every  four  or  five  years 
—  a  span  of  time  that,  among  other  things, 
would  periodically  bring  cartoonists  face  to 
face  with  members  of  a  new  White  House 
administration.  And  the  AAEC  would  like 
to  celebrate  its  50th  anniversary  in 
Washington,  where  it  first  met  in  1957. 

The  AAEC  held  its  convention  this  June 
in  Washington,  where  it  last  met  in  1987. 
The  locale  helped  the  group  achieve  one 
of  its  largest  turnouts  ever  —  more  than 
200  people,  according  to  AAEC  General 
Manager  Wanda  Nicholson.  Stantis  said 
the  locale  also  helped  put  the  budget  in  the 
black,  partly  because  there  were  so  many 
good  speakers  available  locally  that  they 
didn’t  need  to  spend  a  lot  to  fly  people  in. 

Speakers  included  U.S.  Sen.  John 
McCain,  R-Ariz.,  and  Washington  Post 
Executive  Editor  Leonard  Downie  Jr., 
among  others.  During  a  reception,  Ben 
Bradlee  reminisced  about  working  with  the 
late  Herblock.  There  were  also  panels  on 
cartooning  after  Sept.  11,  civil  liberties 
after  9/11,  cartooning  during  wartime, 
and  more.  Other  panels  featured  eight 
cartoonists  from  the  violence-wracked 
Middle  East  and  U.S.  editorial  page  editors. 

Both  Stantis  and  Plante  described  the 
convention  as  “substantive.”  ® 

column  by  15-year-old  Alex  Gough,  is  now 
part  of  the  KRTeens  package  from  Knight 
Ridder/Tribune  Information  Services.  Gough 
writes  for  SeasonsClub.com,  a  Web  site  for 
teenage  and  adolescent  girls.  KRTeens  is  also 
offering  SeasonsClub.com’s  “Answer  Girl"  on 
alternate  weeks. ...  Ohio  sports  columnist 
Walter  Johns,  who  wrote  for  King  Features 
Syndicate’s  Central  Press  Association  division 
for  more  than  30  years,  died  at  age  91. 
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Getting  It  Right 


Training  journalists  of  color  who  had  been  on  other  career  paths 

WE  DID  NOT  HAVE  A  UNION  AT  ThE  VILLAGE 

Voice  until  Rupert  Murdoch  in  1976  bought  the 
New  York  alternative  weekly  newspaper,  which 
he  owned  until  1985.  Knowing  his  dour  views 
on  unions,  we  swiftly  organized  ourselves  and 
joined  the  catchall  District  65  (since  absorbed  by  the  United  Auto 
Workers).  District  65’s  rank  and  file  included  clerical  and  factory 
workers,  and  the  union  asked  me  to  teach  a  writing  course  for 
members  who  had  never  thought  of  themselves  as  writers. 

Some  of  these  evening-course  students  ism  history,  and  visual  journalism  —  “may 

—  to  their  surprise  —  turned  out  to  be  i  be  people  seeking  a  midcareer  change  or 

compellingly  expressive  chroniclers  of  their  I  recent  college  graduates  who  did  not  attend 


own  experiences,  on  and  off  the  job.  I  was 
reminded  of  the  most  satisfying  teaching 
I’ve  ever  done  by  Michael  Cass’  June  24 
stoiy,  “New  program  at  VU  [Vanderbilt 
University]  trains  minorities  to  be  jour¬ 
nalists”  in  The  Tennessean  of  Nashville. 

Cass  told  of  Margaret  Bailey, 
a  pipe  fitter  for  20  years, 
whose  article  on  an  exercise 
class  she  was  taking  came  to 
the  attention  of  an  editor  at 
the  Savannah  (Ga.)  Morning 
News.  The  editor  asked  her  to 
participate  in  a  program  train¬ 
ing  local  residents  to  write  for  a 
neighborhood  news  section. 

Bailey  went  on  to  become  a 
graduate  of  the  inaugural  class 
(June  2-Aug.  23)  of  the  Freedom  Forum 
Diversity  Institute  at  Vanderbilt.  She  is  now 
a  full-time  staff  writer  at  the  Savannah 
Morning  News. 

As  described  in  a  brochure  introducing 
its  pioneer  graduates  and  teaching  staff, 
the  Diversity  Institute  “is  a  professional 
fellowship  for  people  of  color  who  want  to 
become  daily  newspaper  journalists,  but 
have  not  had  journalism  training.”  Institute 
fellows  —  in  the  12-week  program  in 
reporting,  writing,  editing,  ethics,  joumal- 


a  school  with  a  journalism  program.” 

I  The  Tennessean  story  also  told  of  Roxye 

I  Arellano,  32,  who  went  from  homeless 
j  mother  of  three  to  editorial  assistant  and 
j  office  manager  for  the  Greeley  (Colo.) 

I  Daily  Tribune.  After  her  Diversity  Institute 
graduation  last  month,  she  was 
to  become  a  community  news 
reporter/editor  for  the  Tribune. 

Wanda  S.  Lloyd,  executive 
director  of  the  institute,  was 
managing  editor  of  USA  Today 
and  The  Greenville  (S.C.)  News. 
She  also  worked  at  The 
Washington  Post,  The  Miami 
Herald,  the  Atlanta  Journal, 
and  the  Providence  (R.I.) 
Evening  Bulletin  .  The  rest  of 
the  teaching  staff  also  has  intimate  knowl¬ 
edge  of  newsrooms  around  the  country. 

Lloyd,  a  director  of  the  American  Society 
of  Newspaper  Editors,  emphasized  the 
advantages  of  recruiting  reporters  from 
minority  communities  in  the  May/June 
issue  of  the  Columbia  Journalism  Review: 
“Local  talent  enhances  the  ability  to  be 
more  inclusive  in  coverage.  Long-term 
residents  often  get  tips  that  may  escape 
transplants  from  other  parts  of  the  country. 
People  of  color  who  grew  up  locally  often 


have  a  keen  sense  of  community  and  can 
bring  those  insights  to  their  reporting.” 

My  guess  is  that  these  Diversity  Institute 
graduates  —  having  had  extensive  experi¬ 
ence  in  workplaces  that  are  not  often  the 
subject  of  newspaper  stories  —  will  be  more 
focused  on  real-world  reporting,  writing, 
and  editing.  It  may  be  less  festooned  with 
the  ideological  identity  politics  that  some 
journalists  of  color  have  manifested  in 
their  newsroom  agendas,  as  when 
first-class  black  journalists  have  been 
rebuked  by  their  colleagues  of  color  for 
writing  “negative,”  however  factual,  stories 
about  crime  in  minority  neighborhoods. 

The  institute’s  second  session  will  start 
Sept.  22.  Its  third  and  fourth  are  scheduled 
for  next  year.  “Applicants  nominated  by  a 
local  daily  newspaper  should  have  the 
written  support  of  the  editor  or  publisher,” 
according  to  the  “Newsroom  Diversity” 
section  of  the  Freedom  Forum’s  Web  site 
(http:  //vAvw.freedomforum.org). 

As  Lloyd  suggests,  “Human-resource 
managers  and  directors  of  other  newspaper 
departments  may  know  of  someone  in 
circulation,  advertising,  or  marketing  who 
might  be  a  fit  in  the  newsroom.” 

My-Ly  Nguyen,  another  member  of  the 
Diversity  Institute’s  inaugural  graduating 
class,  already  had  a  master’s  degree  in 
business  administration.  But,  as  noted  on 
the  institute’s  Web  site,  “rather  than  work 
on  the  business  side”  at  the  Press  & 
Sun-Bulletin  in  Binghamton,  N.Y.,  she 
went  to  the  institute  to  study  journalism. 
“Nguyen  was  a  city-desk  news  clerk  while 
completing  her  MBA  at  Binghamton 
University  [and]  will  become  a  suburban 
news  reporter  when  she  returns  to  the  Press 
tsl  Sun-Bulletin,'’  according  to  the  site. 

Bailey,  the  former  pipe  fitter,  told  The 
Tennessean  that  when  she  gets  back  to  the 
Savannah  Morning  News,  “I  don’t  hope  to 
be  an  editor.  All  I  want  to  be  is  a  reporter. 
There  are  stories  out  there  that  I  want  to 
see  in  the  paper,  and,  as  a  reporter,  I  have 
control  over  that.  I  don’t  want  to  sit 
behind  a  desk.” 

After  listening  to  a  talk  on  the  First 
Amendment  at  the  Diversity  Institute, 
Bailey  is  eager  to  take  an  introductory  U.S. 
history  class  when  she  gets  home.  It 
wouldn’t  be  a  bad  idea  for  some  publishers 
to  also  learn  what  newspapers  are  for,  and 
their  pivotal  role  in  American  history.  11 
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